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TO THE 


LETTERS 


EDITOR 


no attempt to make advertise- 
ments reduce the cost 

There is a guaranteed circula- 
tion of 30,000 copies, and by 


Two Replies To 
Whitworth 


Sin,—-1 read with considerable 
interest Mr. Alan Whuitworth’'s 
letter in your issue of April 20 
There was much with which | 
agreed, but a lot with which 1 
most heartily disagreed 

My firm are not entirely new to 
advertising, and are, | belueve, the 
only firm of Incorporated Insur- 
ance Brokers taking display ads 
m the national newspapers as well 
as in magazines with national 
coverage. We also advertise in 
our town guide, In each case the 
advertiser's concern is results 
on this I agree with Alan Whit 
worth. 

The “difference” in guide books 
is mainly between those whose 
production is controlled by the 
local Council and those which are 
handed over to a firm whose 
main concern is “advertising 
revenue.” It is the latter which 
should be avoided. Whether the 
guide books are intended for free 
distribution is nor the test. 

Where the local Corporation 
produces a really fine guide book, 
and backs it up with national ad 
vertising in Press and by poster 
then the advertiser will get real 
value for his money. The fact 
that they are distributed free will 
not affect it. It is absurd for a 
town to charge for guide books 

H, A. SHEPPARD, 
H. A. Sheppard & Co 
Martins Bank Chambers, 
Ww Mount Pleasant Road, 
Tunbridge Wells 


Simn,—1 am very interested in 
the views expressed by your cor 
respondent, Mr. Alan Whitworth 
on behalf of the 
Society of Br 
(April 20) 

The 1950 dition of the 
Liandudno offic guide t 
421 advertisemen ind only a 
vented it from 
There is 


Incorporated 
Advertisers 


contains 


ciosing 


conta more 


guarantee We mean that no copies 
are issued ad. lib.—only to bona 
fide applicants. A considerable 
revenue is made, which enables 
us to engage in other forms of 
publicity. 

It cannot be stressed too 
strongly that an official guide 
of this type not only aims to give 
information and create a pictorial 
impression of the resort, but also 
aims to help prospective visitors 
to book their holiday accommo- 
dation, and the advertisements 
are as vital to the recipient as is 
the editorial section. 

I was once employed in the 
production of guide books of the 
type objected to by Mr. Whit 
worth. The procedure was very 
similar, except that the revenue 
became the margin on which the 
firm made its profits. The only 
difference between these guides 
and those issued by resort publi- 
city departments is one of circur 
lation, distributign-being On very 
similar lines». ~ , 

A third.type of guide is all too 
common to-day. This is the type 
which usually covers the country 
as a whole, is often badly pro- 
duced, and has a very dubious 
circulation—usually free supplies 
to various sources. 

F. W. JEFKINS, 
Publicity Manager 
Llandudno, 
. ’ . 
Ex-Servicemen In 
°° 
Advertising 

Sin,-It would appear from 
H. Q. Faichney's address to the 
Birmingham Publicity Associa- 
tion (ADVERTISER'S WEEKLY, 
April 6) that no account is taken 
of the academic qualifications 
demanded by present-day adver 
ising 

1 am a student of advertising, 
and perhaps my story is no differ 
ent from a number of other ex 
Service personnel who were 
uprooted during the war years 
which would have been 
fruitful by practical experience 
and now have to try and estab 
lish roots in a world of changing 


values 


The 


years 


impositions of modern 


advertising technique demand in- 
tensive studies in order that such 
as We can take our place with the 
leaders in this expanding, and 
exacting profession; for it is to 
the fully-qualified man, _ still 
young in spirit, that industry 
will turn to-morrow 

Mr. Faichney has apparently 
only considered the young en- 
trant Surely he has not over- 
looked the intake who are 
learning the needs of the trade 
much later in life, and are keen 
to progress and help in the better 
understanding, and application, 
of “salesmanship in print”? 

R. A. RYCRAFT 

lia West Street, Bognor Regis. 


older 


“The Colour Of 
Chivalry” 
Sir Brian Hilton's article on 
The Colour of Chivalry interested 
me greatly as | was reading the 


book about the time that the 
article appeared The drawings 


MORE LETTERS ON 
PAGE 178 
(OTHERS ARE HELD OVER) 


Aprit 27, 1950 


are in the finest style of heraldic 
art of the Middle Ages, and | 
was very interested in them be- 
cause the arust, Mr. Gerald Cobb, 
who drew them, was responsible 
for many of the drawings in 
Burke's Peerage, 1949 edition, 
and is providing us with many 
drawings for the forthcoming 
edition of Burke's Landed Gentry 

The letterpress of the volume 
is equally interesting and contains 
many of the most colourful 
stories of the Middle Ages, not- 
ably that of h Calveley 
and the “Combat the Thirty.” 
Some of the statements in the 
chapter on Heraldry are not, 
however, quite in accordance with 
modern research For 
the family of Carminow 
existed for the 300 
Furthermore, it 


instance, 
has not 
last years. 
is by no means 
generally accepted to-day that the 
Black Prince adopted his device 
of ostrich feathers from the dead 
King of Bohemia 

L. G. PINE, 
Editor, Burke's 

Peerage Ltd 
180 Fleet St., E.C.4 


Managing 


Accurate Artwork 
Needed 
Sir,—Why is it that buyers of 
artwork are so prone to pass 
technical subjects without troub] 
ing to have them vetted by 
nicians? ittle while 
had a national 
ing Arkwright 
piece of machinery 
have exploded had tried 
to turn it We have the 
Betro symbol showing a pair of 


tech 
back, we 
featur 
ove! i 
which would 


Campaign 


dending 


inyone 


" 
aiso 


dividers, only usable on flat sur 
faces, g manipulated § as 
callipers to measure the globe 
Now, we have the B.LF. symbol 

reproduced by the hundreds of 
million around the world 
ing a pair of spur gears 
look as though they might have 
come off the kitchen mangle 
The curve of an involute gear 
tooth, with its inherent beauty 
derived from pure functionalism, 
is surely one of the loveliest things 
in engineering, but these B.LI 
gears grind and clank to the 
naked eye. 


being 


} 
snow 


which 


RALPH CHILES 
la Cockspur St., S.W.1 


An Exception 


Sam,—In_ his article 
Greater Manchester 
(April 13) Mr. lain Lyon states 
“It is of minor moment that no 
ferreting was done in the field 
of magazines periodicals 
Almost without exception these 
have their origins in London and 
are nationally distributed 
We should like to challenge 
this remark Our publication 
Cheshire Life 
circulation of | copies per 
month (it is steadily rising), and 
a readership of at least four times 
that number, circulates almost 
entirely in Cheshire and the 
Manchester/Liverpool areas 
N. RADCLIFFE, 
Director, The Whitethorn 
"ress Lid 


and 


with Ws present 


OOO 


Manchester 11 


m BRISTOL EVENING POST 


1 rub shoulders daily with more than 400,000 West Country fo!k 


—and | cost less than 2d. per | ,000 copies 
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Introducing a unique 
Export 


N° broudeusting organisation 
1 unywhere enjoys 4a greater 
reputation of trust than the British 
Broadcasting Corporation. Its Over 
seas Services have made the initials 
‘BBC! oa hallmark of integrity 
and reliability all round the globe 
‘London Calling’ has been 
introduced to do the same job 
throughout the world as the Radio 
Times and the Listener do at home 
And just as these journals are 
unique media for home advertising 
so “London Calling’ sells British 


LO 


] 


The Overseas Journal of the British Broadcasting Corporation 


{idve rrscnent De Parthicn 


180 Avan. 27. 1950 


Advertising Medium _ 


goods overseas . . . A trdsted (i) bast Africa 6.2" 
medium for trusted merchandise ! (in) West Africa 6.6", 
Here ure some details of its 3. FAR EAST & PACIFIC $1.2°. 
distribution (i) Australia & New Zealand §.3°,, 
(in) South Bast Asia it, 
Distribution (it) India, Pakistan & Ceylon 48°, 
I ceased te 23.000 — 25,000 4. ELROPE 13.1", 
Provisional feeares based on old circulation (1) No West Europe 93". 
16.000 swbscriptions (1) Southern Europe 4”, 
(i) Eastern Europe 6.3", 
1. THE AMERICAS 32" - Sh “ 
i t SA 14.6", 5. SOL TH AND EASTERN 
im) Canada 8.1". MEDITERRANEAN AND 
int West Indies 3.4°., MIDDLE EAST 10.8", 
iv) Central & South America §.9 
6. UNCLASSIFIED 13.4", 
2. AFRICA 19.5". «(Sales mn bulk to Trade 
(1) Union of S. Africa 6.7", and Official bodies.) 


DONC. 


LLING 


For further information please write to 


B.B.C. Publications, Broadcasting House, Portland Place, London, W.1. 
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LARGEST CIRCULATION IN 
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THE NEWSPAPER WITH THE 
LARGEST CIRCULATION IN 


NORTHERN 
TRELAND Y 


B.B.C. Chairman says” We Do Not 


Need Ad. 


“PRESENT SYSTEM 


Revenue” 
BEST.” HE TELLS 


NEWSPAPER SOCIETY 


The B.B.C. does not need 
advertisement revenue from 
sponsored radio and can give 
better service than has ever been 
attempted by any sponsored 
system, claimed Lord Simon of 
Wythenshawe, chairman of the 
B.B.C., at the Newspaper 


Society annual dinner at the 
Dorchester on Tuesday. 
“f understand that several 


organisations have given evid- 
ence to the Beveridge Committee 
demanding sponsored broad 
casting in this country both on 
sound and on television,” he 
said. “They point out that in 
spite of the rapid increase 
of advertising expenditure in 
America on the air, advertise- 
ments in the Press have simul- 
taneously increased, and they 
suggest therefore the Press has 
no reason to fear sponsored 
broadcasting in this country 
| rather gather that the Press 
does not agree. Nor do we 

The Governors of the B.B.C 
hold strongly that the present 
system is the best system for 
this country 

The Royal Commission on 
the Press made «it clear that 
advertisers had little or no influ- 
ence on the matter published in 


the Press, but it is by no 
means clear that the same is 
true of sponsored radio 

‘It is because you do the 


essential job of public informa- 
tion and public discussion in the 
presentation of every point of 
view, that the country can afford 
to get the many advantages 
offered by a monopolistic system 
of broadcasting.” 

Mr. F. Herbert Grime. pres 
dent of the Newspaper Socicty 
spoke of newsprint and of the 
proposed Press Council as “two 
matters which causing us 
much anxiety.” 

We have Borne very patiently 


are 


with the actions of the Govern 
ment which, after virtually 
underwriting our newsprint im 
port contracts with Canada, has 


three times caused them to be 
broken, but | think the time 
hus come to say in public that 


we feel it as a bitter 
that these restricthons 
clamped down 
particularly at a 
tnends the publishers of peri 
odicals have been given a free 
hand. We du not seck to huve 


grievanoe 
should be 
upon us, More 
time when our 


restrictions reimposed upon them 
but we do desire, and that at the 
carhest moment, to be as free as 
they are 

Mr. Grime pomted out thal 
the provincial Press could not do 
justice to its public, owing to the 
sutomatc restirichion on news 
and on its advertisements, mostly 
of public service character 

On the question of a Press 
Counel,” sand Mr. Grime the 
Newspaper Society and the News 


paper Proprctors Association 
were mMuking slow headway. We 
are very concerned to see that nwo 


Press C ouncil that may be estab 
lished as u result of our dehbera 


tons and with our consent shall 
be capable of acting in any way 
to resinect the freedom of the 


Press.” 


NEWSPRINT CO. TALKS WITH Bwo.T. 
ON “SALE OR RETURN” 


The possibility 
periodical publishers 
uivantage of thei 
the ban on returns and 
methods of promotion by which 
newspapers ite compulsory 
restricted is causing considerable 
concen in Newspaper 

The matter is now under dis 
cussion between the Newsprint 
Supply Company and the Board 
of Trade during negotiations 
covering the whole field of futury 
newsprint supply and consump 
tlon 

lt is. however, ao exaggeration 
to suv that anything im the nature 


that mor 
may take 
freedom from 
certain 


civeles 


of a “strong protest” has been 
made 
A stutement may be issued 


shortly 


the sttuation. which ts perturb 

ne newspaper ind periodica®® 
publishers alike, came to a head 

following the breach between the 

Periodical Proprietors 
thon and Hulton 
subject of returns 
lying cause is the 
periodicals ure now 
paper control while 
are not 


(See Leading Article, page 15%) 


Assoc! 4° 
Press on the 
but the under 
fact that 
free from 
Newspapers 


Use Standard Inks, 
Urges B.F.M.P. 


Ihe British Federation of 
Master Printers has appealed to 
all members of the mdustry to co 
operate in securing ‘Universal 
aceeptance of the four-colouwr and 
three-colour process ink standard 
mation 

Members are asked w watch 
for maccurate and misleading 
descriptions of the inks or of their 
properties, im advertisements, 
articles and elsewhere 


E.R.P. Poster 
Contest Winners 


Winner of the British section 
of the E.R.P. Poster Contest, 
organised by the Advertising 
Creative Circle, is John Roland 


Barker of 
Hunts 

Other prizewinners are: 2, Miss 
Eileen M. Whiting, 3, Leonard 
Horton and Ronald Sandiford, 
4 (three tied), David Bolton, 
Frederick Aspinall, and Mrs 
Lilian Dring, highly com 
mended: George W. Adamson 
Bernard Haskell, Clifford Hatts 
and Ron. Ingles. Jack Ramsay, 
Hugh Walker, John Bainbridge 
Brian Dear, Phillip Teeks. J. G 
Tennant. and Wilfrid Horn 

Prizes were presented = at 
Caxton Hall yesterday (Wednes 
day) afternoon 


Fordinghamoridge. 


The third annual conference of 
the Institute of Public Relations 
will be held on October 24 at the 
Holborn Restaurant london 


“HULL DAILY MAIL 


NORTHCLIFFE 
Advertisement Director, R. H. Penney, Carmelite House, London, E.C.4 


NEWSPAPERS 


GROUP LTD 


Tele phone Ce antral 6000 


: f Me wean % ‘ee bupee ca \ 
4 &® sailed? — Dachatas sd Be [ q vey es | . 
4 Wey es a 
oe | — —|\ 
- ae , 
si ee pe P| ‘¥ 
# —— ; 
- —____j 
_ a — 
Be es ; 


ADVERTISER'S WEEKLY 


152 


Betro May Quadruple Its Output As 
Result Of Mutual Aid 
Agreement With F.B.I. 


PRODUCT TESTING SERVICE PROPOSAL 


According to an unofficial estimate, British Export Trade 
Research Organisation may quadruple its activities as a result 
of the arrangement of “osutual aid” with the Federation of 
British Industries, announced last week. 


Sir Norman Kipping, direc- 
tor-general of the F.B.L., said at 
a Press conference in London 
on Thursday that when any of 
the 31,00) members of the 
F.B.f. (6,000 are full members) 
ask the F.B.I. for help on 
market research, they will be 
advised to go to Betro. The 
F.B.1. will not undertake market 
research on its own. 

As already announced, follow- 
ing the arrangement with the 
F.B.L, Betro is to remain inde- 
pendent, and is to do without 
Government assistance, after 
final settlement of the Grant-in- 
aid, made four years ago to cover 
a five-year period. 

Betro is to live on its earnings, 
and will operite a scale of 
charges for services, according to 
whether or not the sponsor is a 
member of Betro or the F.B.1. 

To Betro members, market sur- 
veys will be supplied at about 
cost. To F.Bd4. members, they 
will be supplied at cost plus 15 
per cent. To other sponsors, the 
charge will be cost plus 334 per 
cent 

Betro expects an increase in 
membership, which is now about 
200 

The F.B.1. and Betro are to 
examine the possibility of setting 
up overseas, principally in the 
dollar area, of an economical 
product testing service for British 
manufacturers. 

Sir Norman Kipping said at 
the Press conference, “We hope 
it will be possible to interest local 
experts and reputable market re- 


search organisations, to offer 
facilities for product testing at 
fees which will be very much 


lower than they would be able 
to offer individual firms, so that 
we could put a very great deal of 
business in their way.” 

Mr. Roger Falk, director- 
general of Betro, added, “Betro 
will not put big field forces to 


QUESTION FROM IAN 
HARVEY, M.P. 

In reply to a question in the 
House, Mr. lan Harvey was in- 
formed that about £20,000 had 
been spent since November 15 on 
Press and poster advertising for 
the Civil Defence Services. By 
the end of March 38,000 recruits 
had been obtained in England 
and Wales. 


work in areas where research 
facilities already exist. We will 
use resident firms as much as 


possible. We hope to work hand- 
in-glove with them.” 

Betro will also seek to expand 
business beyond the scope offered 
by its association with the F.B.1. 
It already has fruitful contacts 
with the Dollar Exports Board 
and its Advertising Advisory 
Council, and works closely with 
the Export Credits Guarantee 
Department, 

It has not been decided yet 
whether the F.B.1. as such is to 
be directly represented on the 
Betro Council, but the chairman 
and several members of the 
Council are already prominent ia 
the F.B.L 


Regarding membership of 
Betro, Sir Norman Kipping said 
“The F.B.1. consists primarily of 
productive industry, but there are 
other firms interested in market 
research, merchants and adver- 
tising agencies, who will still wish 
to be associated with Betro. Some 
firms in productive industry, who 
are already Betro members, will 
continue their association, be- 
cause they need the market re- 


search services that Betro can 
offer ” 
Mr. Falk said “Advertising 


agents are particularly aware of 
what we can do. They should 
be able to advise their clients to 
use market research.” 

Betro officials in Toronto are 
to be given accommodation in 
the F.B.1. offices there, and simi- 
lar steps will be taken in America. 


Mark Abrams Back 


Dr. Mark Abrams, managing 
director, Research Services Litd., 
and a director of London Press 
Exchange Ltd., has returned from 
his three-months stay at Chicago 
University, where he was visiting 
professor of sociology While 
there he studied American 
methods of research, in the 
market, social, opinion and other 
fields. 


Sir Miles Thomas On Importance 
Of Education For Advertising 


“I believe education for adver- 
tising is More than ever important 
in these days, when our business 
tends to grow more complicated 
and to present problems which 
call for the initiative and intelli- 
gent understanding of all sides of 
the advertising industry,” wrote 
Sir Miles Thomas, president of 
the Advertising Association, in a 
letter wishing success to the first 
study week-end held by the 
Yorkshire branch of the Society 
of Diploma Members of the Ad- 
vertising Association, at Harro- 
gate, last Saturday and Sunday. 
Mr. F. P. Bishop, M_P., also sent 
good wishes. 

“I am sure,” wrote Sir Miles, 
“that it (the conference) provides 
additional evidence that your 
Society is growing, as rapidly as 
the examination results permit, in 
authority and influence within the 
advertising industry.” 

During the conference Major 
C. W. Cousland, founder-member 
of the SDM.A.A. andthe 
Society's first chairman, suggested 
that they should put on an exhi- 
bition of advertising in the last 
100 years, for the 1951 Inter- 
national Advertising Convention. 

Proposing the toast to the 
S$.D.M.A.A., coupled with the 
name of its chairman, Mr. S. A 
Grummiut, af a dinner on Satur- 
day, Mr A. Horrox. formerly 
secretary of the Publicity Club of 
Leeds, said there were too many 


“Thou shalt nots” in advertising. 
The S.D.M.A.A. preached posi- 
tive action and the dynamic ap- 
proach to the progress of adver- 
tising as a profession. 

The programme included a talk 
by Mr. Stanley Mallett on “Paper, 
its manufacture and suitability 
for all printing purposes,” a ses- 
sion devoted to impromptu 
speeches, mostly humorous, and 
a talk by Major Cousland on 
“Designing print for letterpress, 
litho and photogravure.” 


Those who attended the first study week-end of the Yorkshire branch 
of the Society of Diploma Members of the Advertising Association 


at Harrogate last Saturday and Sunday 


Michael Wilson, P 
S.D.M.A.A.), W 


Mitchell 


Furness 


Arnil 27, 1950 


Craftsmanship 
In Advertising 


Craftsmanship in Advertis- 
ing is the theme of our next 
Advertising Presentation Sup- 
plement, to be published with 
the next issue of “Advertiser’s 
Weekly.” 

In this number, craftsmen 
in advertising will tell how 
they approach their tasks, and 
will discuss considerations to 
be borne in mind in the 
preparation of advertisements. 

Contributors include E. L. 
Stevenson, on the craft of the 
copywriter, John Tarr on that 
of the typographer, and 
Rodney Hobson on that of the 
radio scriptwriter. A novel 
feature is an article on 
Calligraphy, by E. Searle 
Austin, with special reference 
to the work of William 
Bishop 


Peel. S. A. 

(chairman, 

Wilson, J. A. Horrox, T. Swinson; front row—F. Winterburn, Stanley 
Mallett, Miss E. M. Coghlin, C. W. Cousland, J. M. Gordon. 


Dispute Goes To 
Ministry 
Following the lengthy wage 
negotiations between the British 
Federation of Master Printers and 
the Amalgamated Society of 
Lithographic Printers, the Society 
has tendered two weeks notice 
of its intention to terminate its 
national agreement with the 
Federation. As a consequence, 
the Federation has reported a 
dispute to the Minister of Labour 
and National Service. 


Ad. Contractors 
Plan Luncheon 


The first quarterly luncheon of 
the Advertisement Contractors 
Association takes place at lsows 
Restaurant, W.1, on May 9. 

Mr. J. Morris has resigned the 
vice-chairmanship of the Associa 
tion, and a successor is to be 
appointed at the next Council 
Meeting 


Left to right 
Grummitt 
Yorkshire 


bac k row 
(chairman 
branch), Mervyr 
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A.P. New Weekly To Have 
No Ads., No Returns 


A comprehensive advertising 
campaign has been planned fora 
new 3d. weekly to be published 
by Amalgamated Press, School 
Friend, first issue of which will 
appear on May 11. The campaign 
will include national and provin- 
cial Press advertising, announce- 
ments in A.P. publications, d.c 
posters and streamers. Illustrated 
leaflets will be distributed at 
schools before the day of sale of 
the first issue, during the period 
of sale, and also in support of the 
second issue. 

School Friend will be issued on 
a non-returnable basis, and will 
contain no advertisements. 


New Ad. Policy 


For “Antelope” 


A new advertising policy for 
Antelope acrating powder was 
announced at a function at the 
Dorchester Hotel last Thursday, 
when Albright & Wilson Ltd., the 
manufacturers, entertained repre- 
sentatives of the bakery trade. 

It was explained that a large 


Left to right: R. C. Stead, adver- 
tising manager, Albright & Wilson 
Ltd. group; T. B. Waddicor and 
H. L. Johns, directors, T. Booth 
Waddicor & Partners Ltd. 


proportion of aerated flour and 
baking powder already contains 
Amelope powder and the 
majority of bakers use it. 
Accordingly, Antelope advertising 
appropriation for this year will 
be spent—not in direct advertis- 
ing—but in supplying publicity 
material for bakers and confec- 
tioners for the purpose of 
developing their trade in good 
cakes (and therefore increasing 
the sales of Antelope). 

Material to be distributed 
comprises van bills, showcards, 
window bills, cake tickets, cinema 
slides, standard blocks, gummed 
stickers, etc. The scheme, planned 
and produced by the agents, T. 
Booth Waddicor & Partners Ltd, 
starts on May 1. 


YOUNG NEWSPAPERMEN 


Annual meeting of the Young 
Newspapermen’s Association will 
be held at the Newspaper Society 
offices, Salisbury Square, London, 
Monday, May 8. It will be fol- 
lowed by a cocktail party. at 
Lansdowne Club, Berkeley 
Square 


A statement issued this week 
by Amalgamated Press says: 

“This new picture-story weekly 
will consist of 20 pages, 114 in. 
x 9in. The front cover will be in 
full colour. 

“The contents, designed to ap 
peal to schoolgirls of all ages, 
will include school, adventure, 
romance and mystery picture 
Stories, and fiction. 

“The normal publishing day 
will be Wednesday of each week. 

“To boost sales, every copy of 
the first issue will contain a loose 
inset 36-page album of famous 
radio stars, and every copy of the 
second issue will contain a simi- 
lar album in which confessions 
can be written. 

“A simple free-entry competi- 
tion, of four weeks’ duration, will 
offer every reader the chance of 
winning one of a thousand prizes, 
including bicycles, wireiess sets, 
wrist-watches, tennis rackets, 
cameras and fountain pens.” 


A competition for lettering and 
calligraphy is being organised by 
the Royal Society of Arts, for 
student visitors to the Percy Smith 
Memorial Exhibition, at the 
Royal Society of Arts from May 
4—26. 


TIDE BUBBLES 


Real soap bubbles float out of 
an outdoor advertising sign in 
Piccadilly created by Dominant 
Sites Ltd., for Thomas Hedley & 
Co. Litd., to advertise Tide, their 
new soap product. 

The display is partly three- 
dimensional, it has flashing flood- 
lighting, and intermittent illu- 
mination of the glass bubbles. 
The real bubbles float out of the 
“washtubs.” Preparing the whole 
involved making many models, 
and much experimentation. 

he agency is Young & 
Rubicam Ltd.; Mr. L. A. Millo 
was in charge of production; 
studio work was done by Port- 
land Studios; model production 
by Replicards Ltd.; painting and 


£150,000 A Year 


A publicity scheme to increase 
the sale of fish came under dis- 
cussion at the Bournemouth 
conference of the National 
Federation of Fishmongers on 
Monday. The plan was 
accepted, but it was agreed that 
before any publicity could be 
undertaken the quality of fish, 
transport and retailing facilities 
would have to be improved. 

The plan, which is now to be 
discussed with other sections of 
the trade, envisages a levy of 4d. 
per stone of fish sold from the 
port to the shop keeper; 4d. of 
this would be chargeable to the 
retailer and 4d. to the wholesaler. 
With a total expected revenue of 


To Boost Fish ? 


£150,000 per annum it is 
proposed that the campaiga 
should comprise : 

(1) All those means of publicity 
and education that are available 
to the industry without cost other 
than the providing of material 

(2) Paid . national and local 
Press advertising. 

(3) Public relations. Broad- 
casting, television, the spoken 
word and demonstrations; also 
lessons in the school curriculum 
and an endeavour to ensure that 
the school service and cooking of 
fish for school meals are drasti- 
cally improved. 

(4) Outdoor signs, billposting, 
etc. 


IN PICCADILLY 


construction by Speedway Sign 
Service; electrical installation by 
the Berkeley Electrical Engineer- 
ing Co. Ltd.; bubble producing 
plant by Ealing Studios Ltd; 
glass bubbles by Robinson King 
& Co, Ltd; plastic bubbles by 
William J. Cox. 


NEWSPAPER 
DIVIDENDS 


Newspaper dividends an- 
nounced during the past week 
include : 

Daily Mirror Newspapers Ltd. 
Final 174 per cent, making W 
per cent for year (same), Net 
profit £345,406 (£396,121). 

Sunday Pictorial Newspapers 
(1920) itd. Final 174 r cent, 
making 30 per cent for year 
(same) Net profit £285,972 


Newspapers Led. 
Final 7 per cent, making 12 per 
cent for year (same). Net profit 
£850,615 (£978,844) 

Provincial Newspapers Led. 
Final 15 per cent, making 20 per 
cent for year. 

United N Ltd. Fina! 
15 per cent, making 20 per cent 
for year. 


Control of the Bridgnorth 
Journal (a weekly established in 
1854) has been acquired from 
Press Alliances Lid. by Mr. S 
Morley Tonkin on behalf of the 
Metropolitan Press Agency 
Limited. 


Film Company Advertisement Invites Tie-Ups 


One of the world’s biggest film 
companies, Twentieth Century 
Fox Films Ltd., has taken the 
step of using a trade Press adver- 
tisement to invite applica- 
tions from advertising agents, and 
incidentally advertising managers, 
who are interested in the tie-up 
possibilities of one of its films. 

Starring Clifton (“Belvedere”) 
Webb and Myrna Loy, the film 
has already proved itself in 
America to be a “natural” from 
the tie-up point of view because 
of its subject—a man who has a 
dozen children—and its title, 
“Cheaper by the Dozen.” 


Mr. John Ware, Twentieth Cen- 
tury Fox director of publicity, 
described to ADVERTISER'S 
Weexkty some of the phenomenal 
tie-ups on this picture now oper- 
ating in the U.S. Sailor hats, 
with counter showcards and win- 
dow displays. and mailing 
material used by 4,000 buyers in 
millinery and children’s depart- 
ments; Libby Baby Foods, with 
advertising to cover 65,000 
grocery stores at which Libby are 
selling their products cheaper by 
the dozen; cheaper-by-the-dozen 
counters in the 482-store W. T 


Grant chain; and other tie-ups 
including flowers, sparking plugs. 
fruit drinks, transport seats and 
even “nappies”—are among these 
nation-wide campaigns. 


Mr. Barry Peak, Twentieth 
Century Fox exploitation mana- 
ger, said that an advertisement in 
the trade Press inviting tic-ups 
appeared th: quickest and most 
effective way of bringing the sub- 
ject to the attention of agents. 


The film will be pre-released at 
the Odeon, Leicester Square, on 
May 4 and released generally on 
the Odeon circuit on June 26. 
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“If You Can’t Afford Good Art-work PUBLIC INQUIRY 
— Leave It Alone” 


W.H. SMITH PUBLICITY MANAGER’S VIEW 


The value of buying good art- 
work for advertisements, even if 
the cost ts comparatively high 
was stressed by Mr. S. T. Hyde, 
publicity manager, W. H. Smith 

when he uddressed 
Bournemouth branch of the 
Ketail Book Stationery and 
Allied Trades Employees Asso- 
cution last week 

Is it better to spend 20 guineas 
on an inferior illustration that 
arouses no interest, and attracts 
no attention, or thirty guineas on 
a drawing that makes the adver 
tisement und sends the public into 
Smith's shops?” asked Mr. Hyde 

What is the extra ten guineas 
when in any case the costs of 
producing the poster or showecard 
may well be £200" | submit that 
the extra ten guineas is ten 
guineas well spent. Hf you cannot 
afford good art work, then leave 
uw alone 

Coad copy and a bad drawing 


don't live together, A bad draw. 
ing--and | include bad typo 
graphy will more quickly 
destroy the value of an adverts 
ment than bad copy 
is the iHlustration 
which first 


eye 


because it 
ind the design 


attracts the reader's 


It i just as essential that 
showeards and tickets should be 
of a high standard if they are to 
convey the that the 
goods we sell are of a high 
quality More harm is done to 
the business, and more particu 
larly to the firm's reputation, by 
amateur showcards than by any 
other single factor that | can 
think of But how often do | 
hear of assistants whose sisters 
or brothers are taking a course 
of commercial art at the local 
being regarded 
as sufficiently qualified to under 
take to produce showcards and 
tickets for the firm.” 


IMpPression 


technical school 


“DAILY EXPRESS” 50th BIRTHDAY 


the SO0th anniversary of 
foundation of the Daily 
was marked with an 
Lord Beaverbrook in 
issue, in Which he wrote 

“| had thought when I 
over the Daily Lapress WO 
ago that the newspaper 
serve my political 
was wrong 

‘For us 
creased from 
ee wre 
millon in 
1940, four 
found | 


the 
Express 
article by 
Monday 


took 
yeurs 
would 
Passions ! 


the circulation in 
WOO.000 thirty years 
million im 1927; two 
19M), three million in 
milhon m 1950-1 
had become the news 


Holding whaz loa 
director, the Rotb« 
Convention of t 
and Mr. Freeman 
S. Bodlender 
managing director: J. O. Roehuck 
manager, G. R. Hidden 


chau 


aweney 


prea hii 


executive 


pupers 
Master 


servant and 
that 1 worked 
splendour and not mince 
Among contemporaries which 
wished the Express well were the 
Daily Mail and the Manchester 


Guardian 


not 
for 


the Christchurch 
to have scooped 
Press with its front page story 
last Friday, of the appomtment 
of Col. G. W. Raby to be chief 
general manager of the Overseas 
Food Corporation 


times claims 
the national 


PMR. 
Nat 


ned with 


onal 
fic Conta 

Y >in the preture ari 
bricants D. M. Glove 
rt ne and f 


aavertix aes 


Scrivens 


‘ 


Leon Goodman Ueft) and Donald 
trhins, of Mather & Crowther 
Lid. at the Richard Lonsdale 
Hand exhibition of 
biscuit packaging design, at the 
British Colour Council 


4ssenciates 


POSTPONED 


The Westmor 
land's “special area” application 
which was to have taken place 
on May 2, has been postponed 
pending a discussion between the 
planning authority and the 
Outdoor Advertising = Industry 
Advisory Committee 


Made Stands At New 
York Motor Show 


In the British Motor Show at 
New York, the City Display 
overseas company was respon 
sible for the stands of the English 
Flectric Co. Ltd Automotive 
Products Lid... Russell Newbery 
Lid... Smiths Motor Accessories 
Litd., Universal Dampers Lid. and 
Rubery Owen & Co.. Ltd 


m@guiry mito 


Commons Discuss Chemists’ Ads. 


Crittesm of the degree of 
liberty to advertise which the 
Ministry of Health has permitted 
to opticians and pharmacists was 
made by Mr. Hugh Linstead 
M.P.. jomt secretary, Pharma 
ccutical Socety of Great Britain 
in the House of Commons last 
I hursday 

Discussing the regulations deal 
img with the advertising of phar 
macecutical chemist 


shops, he 


services n 
said 

| should have thought that it 
would have been the desire of the 
Minister of Health to extend a 
similar prohibition to the optical 
and pharmaceuticul services, and 
that the last thing he would want 
would be one person providing 
the Nathonal Health Service in 
competition with another person 
with the implications that one 
was proveuding a4 better service 
than the other, and that the 
Minister was providing a different 
service of a different quality in 
different places.” 


Alleging that in permitting 
competitive advertising among 
ditlerent chemists. the Minister 


had ignored the advice given to 


B.B.C. Tributes 


Directors 


Saward 


and executives of 
Baker & Co. were guests 
oo BBS Publications Depart 
ment at a luncheon party on 
at the Dorchester Hotel 
mark of 
the handling of 
Radio Times and 
journals by the agency 
ended March ¥) 
tributes to Saward 
pan by Mr © S 
| manager, B.B.C 
Publications, who presided. and 
by Mr. Ralph Judson, head of the 
advertisement department who 
made special mention of the 
Shop window” advertisements 
originated by the agency for the 
trade scheme 

Mr. E. J. Galliano, director in 
charge of the account, spoke for 
Saward, Baker, and both he and 


Tuesday 
London given as a 
appreciation of 
the account for 
alhed 
during the vear 

Warm 
Bake 


inode, genera 


were 


him by the professional body 
responsible for the discipline of 
chemists, Mr. Linstead said that 
the Minister had acted against 
the views held in his own depart 
ment until 18 months ago 

The Parhamentary Secretary io 
the Ministry of Health, Mr 
Arthur Blenkinsop, replying, said 
that advertising could be under- 
taken solely in the windows of 
chemists’ premises and within the 
approved wording. To some ex 
tent the Ministry's difficulty was 
that there were three points of 
view in the profession 

Some chemists suggested that 
the present position should be re 
tamed. Others went to the oppo 
site extreme and said that there 
should be completely free oppor 
tunity of advertising. A further 
group took a middle course in 
suggesting a restricted form of 
advertising in approved wording, 
but that chemists should be al 
lowed, not only to advertise their 
participation in those approved 
words in the windows of their 
shops, but also to do it in the 
Press and in other specified ways 
The Ministry decided to 
this middle course 


To Ad. Agents 


Mrs Kathleen 
complimented on 


follow 


hes assistant 
Howie, were 
them work 

Other directors of Saward 
Baker present were Mr. H. (¢ 
Woodyard and Mr. Hal. Saward 

In accordance with the B.B.C 
pohey of changing agents yearly. 
the account has now passed to 
another agency 


Saward, Baker Dance 


Saward, Baker & Co. Ltd. who 
celebrated their golden jubilee 
last year, held their fourth annual 
dinner since the war on Tuesday 
of last week 

In reply to the toast of the 
firm, proposed by Mrs. Kathleen 
Howie, the chairman, Mr. H. G 
Saward, thanked the staff fo: 
their energetic co-operation 
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USE RESTRAINT, 
~ 
URGES DORIS 
‘ . 7 

RICHARDSON 

A plea for restraint in adver- 
using copy and presentation was 
made by Miss Doris Richardson 
advertisement manager, Norman 
Kark Publications, in an address 
last Thursday to the Woman of 
To-day Club 

In the past, said Miss Richard 
son, British advertisements had 
played on our natural tran of 
understatement They were of 
high quality and thoroughly be 
lieved by their readers. If we had 
only kept to this there would 
have been no need for the Ad- 
vertising Association to act as 
watchdogs. Neither, had more 
restraint been exercised, would 
there have been control of out- 
door advertising, for there would 
have been no unsightly advertise 
ments to spoil the countryside 
Loud advertising, whether in the 
Press or On posters, irritated the 
reader, and did more harm than 
good 

Advertising and publicity were 
at present going through a quan- 
tity or mass production stage 
Advertisers were following this 
trend, paying enormous rates, and 
taking space in miass-appeal 
media. There was indeed a place 
for mass advertising. but it should 
not be the whole campaign. Class 
media were needed to give con 
tinuity and good effect to the 
client's investment in advertising 

Other speakers at this luncheon 
meeting were Mr. J. L. Verrinder 
advertisement manager of Punch 
and The Countryman, who spoke 
on the means adopted to maintain 
a high ethical standard in adver 
tising, Mr. E. Searle Austin, direc 
tor, W. H. Gollings & Associates 
Ltd... who told of the work of an 
advertising agency, and the 
Marquis of Donegall, chairman oi 
the Club, who, in his capacity as 
director, Regent Film Corpora 
tion, spoke on film advertising to 
the Forces overseas 

General theme of the discus 
sion was “The World Behind the 
Advertisement.” The speakers 
were introduced by Mr. C. D 
Rant, editor of ADVERTISER'S 
WeeKLy, who arranged the pro 
gramme in collaboration with the 
president, Miss L. A. Coury 


‘Chronicle’ Criticises 
Scented Ads. 


Three newspapers in the United 
States will be scented with a 
perfume featured in full page ad 
vertisements on May 1. reports 
the News Chronicle. \n the ink 
fonts on the presses “Lillies of 
the Valley” scent will be mixed 
with printer's ink 

In a leader headed “No Per 
fume Please.” the News Chronicle 
comments: “Think of the effect 
on the breakfast appetite if the 
scent of synthetic carnations, 
roses and geraniums should be 
mixed with that of a newly- 
cooked kipper.” 


CLUB NEWS 


Walter Haddon 
Cup Goes To 
T.G.Hartshorne 


The final round of the Regent 
Advertising Club public speaking 
contest was decided at a dinner 
last Thursday, when Mr. T. G 
Hartshorne was presented with 
the Walter Haddon Cup by Mr 
Geoffrey T. Haddon 

The winner gave a humorous 
speech on how to get on in this 
world, which he called “Social 
Security and Social Advance- 
ment.” Of the other finalists 
Mr. L. O. Biggs spoke on “My 
London.” and Mr. E. Freeman 
Keel described a possible threat 
to one of Britain's greatest insti 
tutions, when he spoke on 

hs” 

Toast of “The Ladies” was pro 
posed by Mr. J. S. Vogt, Miss M 
Fitchford responding “Tom 
Pinder” (the public speaking sec- 
tion imstructor) was proposed by 
Miss J. Hawke and “Our Guests” 
by Mr. W. G. Barney: Mr. J. H 
Brebner replied 

Mr. C. Mark Floyd, chairman 
of the public speaking section, 
presided 


Oratory Finalists 

Finalists in the National Public 
Speaking Contest to be held on 
Tuesday, May 2. at the Waldorf 
Hotel, London, will be 

LONDON, Miss Gwendoline 
Payne, Mr. Norman Groome, Mr 
Dayid Souray; Linrster, Mrs 
D. Pickering. Mr. W. Bowles, 
Mr. M. Pollock; Lerps, Mr. TG 
Cavan, Mr. T. W. Stennett, Mr 
G. H. F. Vincent 


—— 


Fleet Street Column 
Club Meeting 


Messrs. David Clackson, Arthur 
Frankland and Alan Robertson 
Macdonald, who retired from the 
Board of the Fleet Street Column 
Club by rotation, were re-elected 
at the shareholders’ meeting of 
the Club, held on Monday. Mr 
Andrew Milne. chairman, when 
re-elected, was described by Mr 
Harold Fish as the best chairman 
apy club ever had 

The accounts presented by Mr 
Tom Clarke, hon. treasurer 
showed A satisfactory state. and 
were adopted 


Spring Golf Meeting 

Results of last week's Spring 
Golf Meeting of the Fleet Street 
Column Club were 

Arthur Dickens Cup—John 
Sime; ranner-up, Cliffe Glover 

Four-ball foursomes, 1 
McKeown and R. Everett; run- 
ners-up, J. W. Burgess and H 
Dawson Salmon 

Prizes other than the Arthur 
Dickens Cup were given by Mr. 
George Murray. 


See story left 
Leonard Garland, R. G. Brown 


4. Robertson-Macdonald, Geoffrey 


(Keven phote 


Basil Napper. George Worledge. 8. G. Saunders, 


Mark Flovd, T. G. Hartshorne 
T. Haddon, J. H. Brebner, Tom 


Pinder, L. O. Biggs, and FE. Freeman-Keel, at the Hadden Cup contest. 


Winners in the Publicity Club of Leeds public speaking competition 


and the club chairman. Left to right 


EL. Robinson, G. H. F. Vincent 


with the Dutson Silver Cup, Sitaniey Gray (chairman), Mrs. S. # 
Dockrill 


Birm ingham 


Sales Manager Challenges Ad. Men 


At the April luncheon meeting 
of the Birmingham Publicity 
Association Mr. G. A. Beard, 
sales manager, spring division 
of George Salter ee: * 
Ltd, of West Bromwich, said 
speaking from a sales manager's 
viewpoint, that while he could 
assess results from his. selling 
force, it seemed impossible for 
any advertising man to state the 
result of what any advertising 
campaign might be 

Discussion was limited by time 
but Mr. Beard was vociferously 
mvited to return to the Associa 
ion, al an evening Meeting, when 
members would enlighten him on 
the real function of advertising as 
an aid to the sale of technical 
products 

The work of the information 
department of the City of Birm 


Newcastle 
Speaker Complimented 


Miss Pamela Cheesmond, an 
attractive young South African 
and a member of the Kemsicy 
Press. was paid the compliment 
of being asked to go on speaking 
after the period normally allowed, 
when she addressed the Publicity 
Club of Newcastle upon Tyne last 
week 


Miss Hannchen Drasdo. of the 
local repertdry theatre, addressed 
Hull Publicity Club recently. 


ingham was praised by Mr. J, B 
Nicholas managing director, 
Rumble, Crowther & Nicholas 
Ltd., when he addressed the April 
luncheon mecting of the Asso- 
ciation last week. He said the 
booklets and folders they pro 
duced were imteresting and infor 
mative 


Claagew 
. + 

Juniors’ Dance 

The Junior Section of the Pub 
heity Club of Glasgow staged a 
buffet-dance in the Ca'dora Res- 
taurant, on Saturday, Mr. David 
Findlay and Miss Margaret Butler 
organised the function, which was 
attended by, among many others, 
Messrs. J. T. Jack (secretary of 
the senior club), George Paskell 
(N_A.BS. Convener) and J. Bruce 
Omand (director, Sommerville & 
Milne Ltd.) Mr. James E 
Hasting, publicity convener of the 
club, was 


The Spring Meeting of the 
Golf Circle of the Publicity Club 
of Glasgow, for which the trophy 
will be the Kemsley Cup, will he 
held at Glenbervie Course, Lar 
bert, on May 9 


The Junior Section of the Man- 
chester Publicity Association 
recently organised a ramble in 
Derbyshire, through Glossop to 
Edale 
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Kenneth Brown 


W.T. Curtis-Willson 


Eric Clayson 


Curtis- Willson President 
Of Newspaper Society 


The Press Commission's recom- 
mendation for the setting up of a 
Press Council, and the settlement 
of the labour troubles with the 
Typographical Association, were 
stated 1o have been the main con- 
siderations of the Newspaper 
Society during the past year, in its 
annual report presented at the 
annual meeting in London 
yesterday (Wednesday). 

Mr. W. T. Curtis-Willson, chair- 
man and managing director, 
Brighton Herald Lid., and first 
vice - president, International 
Federation of Newspaper Pub- 
lishers, was elected naencr 

Mr. Eric Clayson, managing 
director, Birmingham Post, was 
elected senior vice-presidemt; Mr 
Kenneth Brown, chairman and 
managing director, London Coun- 
ties Newspanrers Ltd., junior vice- 
president; and Mr. H. G. Clarke, 
Leamington Spa Courier and 
associated newspapers, was re- 
elected hon, treasurer. 

The report stated that slow and 
steady progress was being made 
wth the realisation of the many 
difficulties that had to be over- 
come before a Press Council 
could be set up. The Provincial 
Press came out well in the Report 
of the Royal. Commission, but it 
was not, thereby, exempted from 
giving most careful consideration 
to the principal recommendation 
of the Commission. 

“Of the labour trouble,” said 
the report, “it may be said that it 
arose out of the impatience of the 
Typogra thical Association at the 
apparent deadlock between em- 
ployers and the trade unions 
regarding a wages structure. The 
disputes of late August and Sep- 
tember were the first test of the 
protective machinery inaugurated 
by the immediate past-president, 
Mr. H. N. Heywood, and the 
fact that a new national agree- 
ment was negotiated early in 
October, showed that the spirit in 
which the machinery was applied 
by members “proved _ its 
adequacy.” 

Referring to newsprint, the 
report spoke of the unceasing 
efforts of the Soc’ety’s Newsprint 
and Suporlies Committee, under 
the chairmanship of Mr. H. G 
Clarke, to secure an improvement 
in the supply, particularly for 2d. 
and 3d. weeklies on a ten-page 


basis, pro rata for other priced 
newspapers 

Recognition of the status of the 
Society's “latest baby” the Young 
Newspapermen’s Association, 
came with the co-option of two 
of its members to the reconsti- 
tuted Labour Committee at the 
end of 1949. Membership of the 
Association has increased from 
43 to 85, since its foundation in 
October 1948. 


P.A. ELECTIONS 


Mr. J. L. Burgess, editor and 
managing director, Cumberland 
Evening News, was elected to the 
Board of the Press Association, 
at the annual meeting on Tuesday 

At a meeting of the Board 
following the annual meeting, 
appointments made were 
chairman, Mr. Clement T. Barton 
(Leicester Mercury); vice 
chairman,’ Mr. Frank Webber 
(Western Mail & Echo, Cardiff); 
finance committee chairman, 
Mr. L. P. Scott (Manchester 
Guardian); Mr. A. G. Jeans 
(Liverpool Daily Post & Echo): 
and Mr. J. L. Burgess (Curnber- 
land Evening News, Carlisle). 


Hadley Retires From 


“Sunday Times” 

Mr. W. W. Hadley, editor of 
the Sunday Times since 1932, re- 
tired on Sunday, aged 84. He is 
succeeded by Mr. H. V. Hodson, 
who has been assistant editor 
Mr. Valentine Heywood, deputy 
editor, has been appointed man- 
aging editor. 


Clarkson Is BDMAA 


Vice-Chairman 

Mr. J. W. W. Cassels, of George 
Newnes Ltd. has resigned the 
vice-chairmanshio of the British 
Direct Mail Advertising Associa- 
tion, owing to pressure of work 
Mr. H. L. Clarkson, a director of 
S. H. Benson Ltd., has taken his 
place for the remainder of the 
current financial year 


The telephone 
Temple Press Ltd. in Glasgow 
has been changed to Glasgow 
Central 1413. The London tele- 
phone number remains Temple 
Bar 3636. 


number of 


VEWS ABOLT ? EOPLE. 


Pasmore Is Art And Industrial Designs 
Advertisement Manager: Parker Resigns 
From ‘Municipal Journal’: O’ Connell 
Clerke Founds New Publishing Concern 


E. B. Pasmore has become ad- 
vertisement manager for Art and 
Industria! Designs, who are hand- 
ling the publications of the 
Derricke Ridgway Publishing 
Company Ltd., Vincent Jerrard 
& Company, and the Athenaeum 
Press Mr. Pasmore was pre- 
viously with the County Asso- 
ciation and before the war spent 
14 years in East Africa in adver- 
tising. 

. * 

W. A, S, Parker has resigned 
as advertisement manager of the 
Municipal Journal. He had been 
with the firm for 21 years, 13 as 
advertisement manager The 
department is now under the 
direction of L. J. Vintner. 

* * * 

Frederich W. Pemberton, who 
joined the advertisement staff of 
The Queen in December, has 
been appointed assistant adver- 
tisement manager. He was for- 
merly advertisement manager, 
Air Reserve Gazette. 

* * * 

John Castle, sales development 
manager, Eburite Corrugated 
Containers Ltd., has been ap- 
pointed the first chairman of the 
Southern Area Institute of Pack- 
aging. 

Originally formed in 1947, the 
Institute of Pagkaging was later 
subdivided into provincial areas, 
but it was not until late last 
month that a Southern Area was 
created, to include London and 
the Home Counties. 

* * * 

Changes in the editorial staff of 
Picture Past announced this week 
include: Ted Castle, assistant 
editor since 1944, to become 
associate editor: Lionel Birch and 
Michael Middleton to be assistant 
editors. James Cameron, who 
resigned from the Daily Express 
a few Weeks ago, joins Picture 
Post on Monday. 

* * * 

By mutual agreement, A. J. 
Boss is no longer connected with 
Bossfield Ltd., advertising artists. 
his interests having been acquired 
by C. F. Stansfield and L. W. H. 
Butcher, 


* * * 

Change of name from Bening- 
ton-Angrave Ltd. to John Ben- 
ington Ltd. has recently been 
effected. Directors of the new 
company are C, Angus Angrave, 
John Poulton, Benington An- 
grave, N. A. Smith, and Eric 
Mautimer. Address remains 5 New 
Court, W.C.2 


B. O'Connell Clerke has estab- 
lished a new publishing concern 
known as Clerke & Hannah at 
50 Bloomsbury Street, W.C.1, and 
will publish Leave Book, the 
Camping Book, all issues of 
Made in Britain and other annual 
publications, including a new 
annual, Holidays in Europe. 

* * 7 


Peter Warwick has left Com- 
mander Stephen  King-Hall’s 
organisation to produce and edit 
a monthly house magazine for 
Berkeley Coachwork Ltd., 
Biggleswade. He was formerly 
publicity manager for Link House 
Publications, and associate editor 
of Caravan and Trailer Trades 
Journal. 

* * * 

David Bowell, formerly with 
B.P.S. Studios, has joined Woman 
as a lettering and general artist. 

* * * 


The newly-formed London & 
Home Counties branch of the 
British Association of Industrial 
Editors has appointed David H. 
Nicholson (Nicholson Press Ser- 
vices), smninia branch P.R.O. 


OBITUARY 
Dr. A. J. Bull 


A pioneer of colour photo- 
graphy, Dr. Alfred Joseph Bull 
died last week, aged 74. Until 
1946 he was principal of the 
School of Photo-engraving and 
Lithography. He was centenary 
president of the Royal Photo- 
graphic Society in 1936. 


Harry Thomas 


Artist and typographer with the 


Baynard Press. Mr. Harry 
Thomas died last week, aged 47 
He had been with the firm for 
more than 30 years, starting in the 
composing room as an apprentice. 

One of the first layout men 
with the Baynard Press, he 
designed a poster entitled “Devel- 
opment of Printing Types” which 
achieved world wide reputation. 
He was a teacher at the Camber- 
well School of Art, and a judge 
for the Association of Master 
Printers’ gold medal competition 
for layout work. 


Mr. E. G. Hill, who was chair- 
man of Hull Publicity Club in 
1939/40 and twice president— 
1940/41 and 1944/45, has died. 
He was a heating and ventilating 
engineer. 
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When Quality comes first, so does 


No other shilling Quality magazine offers its readers the 
wealth of exclusive features such as appear regularly in 
oe PRINTED IN PHOTOG Weldons LADIES’ JOURNAL. Nor can any other offer 
SHILLING M ONTHLY ———— such a — inteoduction to women possess- 
* ONE ing well above average discrimination and spending power. 

TE £140 PER PAGE More and more astute advertisers are making certain 
BA now of securing the space they need in Weldons 
LADIES’ JOURNAL during 1950. . . 


RAVURE 


CHAS. E. MANDER - ADVERTISEMENT DIRECTOR - WELDONS LTD - 30/32 SOUTHAMPTON ST - W.C.2 
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Advertiser's 
Weekly 


180 Fleet Street, E.C.4 "Phone: Chancery 8844 
40}. A Your Post Free 45/- Overseas 


APRIL 27, 1950 


Point Of View Of 
The Advertiser 


DVERTISERS, as well as newspaper proprietors and 

periodical publishers, have reason to be concerned at the 

situation that has arisen following the breach between the 
P.P.A. and Hulton Press on the question of returns. Their point 
of view is entitled to consideration because, if this situation gets 
out of hand, it may develop to their disadvantage. 


* * * 


HE position is this. Newspapers, according to Newsprint 

Supply Company rules, which are mandatory, may neither 
accept returns nor offer gifts and inducements to boost sales. 
Periodicals are not thus restricted, except in so far as their pro- 
prietors, through the P_P.A., have accepted similar restrictions by 
voluntary agreement. This agreement still holds good, but now 
that one of the leading publishers has broken away, others may 
feel compelled, in self-defence, to resume their freedom of action. 
Should this happen, newspapers would find themselves severely 
handicapped in competition with periodicals, especially as they 
are likely to be subject to newsprint control for some while to 
come, whereas periodicals can already use as much paper as they 
can buy. This is why the Newsprint Supply Company has called 
the attention of the Board of Trade to what it is feared may become 
a serious anomaly. 

The Board may, of course, decline to intervene, in which case 
the situation is bound to deteriorate, and newspapers to suffer an 
increasing sense of grievance. It can impose on periodicals 
restrictions similar to those newspapers have to observe, which 
would be resented as a retrograde step at a time when business is 
fighting for greater freedom from government interference. Or 
it can repeal the relevant newspaper rules, though this is im- 
probable in view of the continued newsprint shortage. 


* * * 


HATEVER course is taken, it cannot be a final solution, 

This can only be found within the publishing trade. But 
what every reasonable publisher wants to avoid is an ultimate 
return to the bribery of readers ad nauseam by free gifts, insurances, 
and the like. And this goes for the advertiser, too. 

Keen competition between publishers benefits advertisers, who 
welcome it because it keeps media efficient and alive, but it must 
be competition on merit alone. Big sales interest the advertiser, 
but he is not interested in sales unless they are based on steady 
readership. Casual sales won by bribes and only maintained by 
more bribes are valueless to him. He is not very interested in 
marginal sales only obtained by returnable surplus supplies. And 
it is mot to the advertiser's interest that either newspaper or 
periodical publishers should spend more on promotion than is 
needed to build and maintain healthy circulations. Once this 
has been done, he considers, and with justice, that any money to 
spare should go to cut the cost of space. 

Publishers, however strongly they may be tempted to throw all 
they have into the competitive battle, would perhaps be wise to 
pause and give some thought to this aspect of the problem. 


Avni 27, 1950 


To-morrow’s Topics 


Berore THE war razor blade 
manufacturers used to fall over 
each other in their efforts to push 
their products. Free gifts of 
safety razors were 


WAR considered ordin- 
TO THE ary and every-day 

occurrences, efforts 
RAZOR ! being devoted often 


to developing a 
design of razor which could if 
possible, use only the blades 
made by the donor! 

Free gifts on such a scale are, 
of course, out of the question at 
the moment. But signs of battle 
are appearing. Gillette Industries 
Ltd., who announced substantial 
price increases for blades recently, 
are issuing a new inexpensive 
razor (to be known as Model 32), 
and it is understood that this will 
be backed by an extensive adver- 
tising campaign. At the same 
time Ever-Ready Razor Products 
are getting general distribution 
for their Star blade which was 
introduced through Young & 
Rubicam last year and available 
at Woolworths only. Orders 
have now gone out to newspapers 
for this product. 

Pal Personna also look like 
challenging the hitherto suoreme 
position of Gillette in this field. 


THE PRESENT year is not proving 
a popular one for advertising con- 
ferences. Because of preparations 
for 1951, and the uncertain 

political situation, 


DIRECT MAIL both the Advertis- 


ing Association and 
CONFERENCE the Clubs decided 
1M 19517 


not to attempt any- 

thing of the kind 
in 1950; now the British Direct 
Mail Advertising Association, 
which was considering a confer- 
ence in London this summer, has 
thought better of the idea. It 1s 
hoped to arrange a Direct Mail 
Conference in 1951, either as an 
independent gathering, or, pos- 
sibly, as part of the International 
Convention. 


_—_—— Sass 


SoME WHILE AGO there was a 
great deal of talk about a central 
home for advertising ia London. 
There is, in fact, an Advertising 

Association Com- 


REGENT AND inittee still in being 


‘ which was en- 
A “CENTRAL trusted with the 
HOME”’ task of establishing 

such a “home,” but 
difficulties both of finance and of 
finding suitable premises have so 
far proved insurmountable. But 
another opportunity for action 
may soon present itself. The 
Regent Club must before long 
find new premises. The London 
Publicity Club ought to have 
premises of its own. The Adver- 
tising Association offices are 
quite inadequate. Some of those 


concerned are wondering whether 
the Regent Club problem might 
not be solved in a way that might 
solve other problems as well, and 
incidentally give the central home 
committee a task to justify its 
continued existence. 


AN ADVERTISING AGENT sends us 
this week a leaflet issued to pros- 
pective advertisers about a pro- 
posed new journal. The leaflet 
had been handed to 


INQUIRE — by a Te 

riend with “a few 
BEFORE well chosen com- 
SIGNING ments.” With what 


we imagine to be 
the purport of those comments 
we entirely agree. The leaflet 
does not bear the name of any 
publishing house of established 
repute, and no advertiser with 
any sense would dream of taking 
space in the journal, which is 
projected on what are, to say the 
least of it, unusual lines. But 
the proposition is not in itself 
fraudulent and if it is not fraudu- 
lent it is not illegal. For this 
reason we cannot give details and 
warn advertisers that they would 
be ill-advised to consider it. All 
we can do is to stress the un- 
wisdom of entertaining proposi- 
tions from unknown media 
without first consulting either the 
Advertising Association or the 
LS.B.A., both of which bodies 
are in a privileged position and 
well able to advise any adver- 
tisers who may not have the 
experience to decide such matters 
for themselves. 


THE ADVERTISING campaign in 
America for the British Industries 
Fair has by now shot its bolt, and 
the organisers have reached the 
stage when all that 


WILL THE can be done to 
B.1.F. TOP attract American 

=T buyers is over, and 
THE 1,000? they must wait for 


results. Publicity 
chiefs at the Board of Trade do 
not wish to appear over-optimis- 
tic, but the estimate, made several 
weeks ago, that 1,000 U.S. buyers 
might come to this year’s Fair, 
looks as though it might be ful- 
filled. Some unofficial optimists 
are even looking for a figure 
nearer 1,500. 

Many tributes have been paid 
by American experts to the high 
quality of the advertising for the 
Fair which has been carried out 
in that country. The climate thus 
created, to say the least, cannot 
have been prejudiced by the 
British motor show in New York, 
which appears to have aroused 


public enthusiasm, as well as 
admiration from U.S. trade 
experts. 

ROUND TABLE 
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MARKET RESEARCH 


Fact finding for the 


service of management 


ROBABLY the oddest 

question that anyone can 

ask is “Do you believe in 
Market Research?” or “Do you 
think Market Research is any 
help?” 

Market Research has come to 
be largely identified with the 
sample survey method of collect- 
ing information, but in fact its 
province is the collection of fac- 
tual data from any available 
source, bearing on the problems 
of commerce and industry in rela- 
tion to marketing. It is difficult 
to see how more facts about a 
product and its market can be 
anything but a help. No one in 
Market Research would discount 
the value of experience and ex- 
pert judgment. Indeed, experi- 
ence is largely the long term 
accumulation of facts, which, 
allied to intelligence and similar 
natural gifts, produces wisdom. 


What Of The 

“Hunch Merchants?” 

1 often hear people in business 
refer to some particularly success- 
ful man in such terms as “he may 
be lucky and only a hunch-mer- 
chant, but he can always put his 
finger on the answer.” This rather 
reluctant but somewhat admiring 
tribute is usually given to a suc- 
cessful man who appears to be 
gifted with second-sight in his 
solution of problems. I always 
distrust this “sheer intuition” 
story. There may be men who 
know the answer by intuition, but 
in my belief the successful 
“hunch-merchants” (and there are 
many unsuccessful ones!) are 
men with very acute powers of 
obs-rvation and perception. They 
assimilate the facts around them, 
almost unconsciously. When a 
problem faces them they can 
marshal these facts almost instan- 
tancously and with so little effort 
that the process is hardly a con- 
scious one, and backed with a 
high degree of intelligence a 
“hunch” is produced which later 
is seen to be a winner. 

The function of Market Re- 
search is to provide the data on 
which executives can form judg- 
ments. It does not matter how 
the judgments are arrived at in 
terms of mental processes. But 
it does matter that when a judg- 
ment has been made, it can be 
shown to be backed by all the 
possible factual data available 
This alone can provide some 
insurance against faulty judg- 
ments. 

The collection of facts in an 


orderly way, and in their relation 
to a problem, takes time, The 
best Research Practitioners can 
work at a very high speed indeed, 
if you wish. But if you can give 
them more time, more notice of 
your requirements, you will find 
that you get a better job. The 
client who comes on a Friday 
and wants a survey involving per- 
haps 2,000 interviews, starting on 
Monday, must not expect the same 
amount of thought and careful 
preparation to go into the work 
as when he can give a few weeks 
warning. With a little time the 
plans can be tailored for econ- 
omy and efficiency and pre-tested 
to eliminate wasteful or unsuit- 
able approaches. And speed of 
delivery, as in most things, tends 
to cost moncy 

The cost of Market Research 
often appears to stugger many 
business men who first commis- 
sion a survey. This is the more 
remarkable because such men are 
often in control of advertising ap- 
propriations running well into 
six figures. In their natural desire 
to make every penny play its part 
they feel that the diversion of any 
part of the appropriation to 
another purpose is wasteful, The 
answer is two-fold. Is it not better 
to spend a small percentage of an 
appropriation to ensure it is being 
aimed as efficiently as possible 
rather than aiming blind? And 
why should collection of facts be 
treated as an advertising charge? 

Of course, in many of the most 
successful organisations Market 
Research is treated as an essen- 
tial function and has its own ap- 
propriation Depending on the 
size of the organisation and the 
type of market, one man in the 
company may specialise in Mar- 
ket Research, or there may be « 
whole department. A few organ- 
isations carry out all their own 
work, others do some parts of 
it. Many others employ a Market 
Research manager who acts for 
his company in the commission- 
ing of outside work, collects in- 
formation and presents it to his 
Board of Senior Executives. 


Annual Bill Not 
Less Than £600,000 


The amount of money being 
spent to-day in the home-market 
Market Research field by British 
organisations is very hard to 
estimate My own calculations 
put it at not less than £600,000 
per annum. While it is very diffi- 
cult to arrive at a total annual 
expenditure on advertising and 


sales promotion, it is safe to say 
that the expenditure on Market 
Research as a whole is only a 
fraction of one per cent of that 
expenditure. The best American 
opinion puts the optimum relation 
between expense on advertising 
and sales promotion and expense 
on Market Research at about five 
per cent. This is naturally a vari- 
able depending on the circum- 
stances and the nature of the pro- 
duct and the market. But by this 
yardstick manufacturers and their 
agents can spend on Market Re- 
search over 400 per cent more, 


This article by 
TOM CAUTER, 
B.Se. (Econ.), F.LS., F.S.3., 
Director, British Market Research 


Bureau, Ltd., and President, Market 
Research Society, 


is the first of a series, by 

various contributors, to appear 

monthly, covering various 
aspects of market research 


to attain what might be a sounder 
relationship between actions and 
their factual basis. In individual 
cases the measure of cost against 
fact finding can only be: “Will 
the information be worth the 
cost?” You will find also that 
costs differ somewhat from organ- 
isation to organisation. Some 
practitioners do a cheaper job 
than others. No one makes a for- 
tune in Market Research; if costs 
differ the reason is certainly in 
the way in which the work is 
done. This does not mean that 
in some cases the cheaper work 
will not suffice. But it does mean 
that if you want a high degree of 
accuracy and the benefit of ex- 
perience and expert staffs you will 
have to pay rather more. If your 
problem does not warrant this 
concentration of expert skill then 
it will be more economical to take 
a less expensive estimate But 
don’t expect to get the same work 
at a much lower rate. Given the 
same specifications I doubt 
whether costs from different prac- 
titioners would differ by more 
than a few per cent. 

One of the most persistent 
demands made on a _ research 
practitioner is for case histories 
which will illustrate “success 
Stories” based on research opera- 
tions. There are some examples; 
some of these are well known, 
some have become classics. But 
to reveal any one of them in full 
detail would take considerable 
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Market research is the 


proven tool of successful 

leaders in nearly every 

field of widely advertised 
goods 


space. In any case it would not 
be fair for everyone to expect 
that this experience should be 
widely published in detail. It is 
one thing to publish techniques 
widely, but the detailed applica- 
tion of these methods to the 
problems of an individual organ- 
isation over a period of time, and 
their results, are the property of 
the purchasers. 


There have been cases where 
an established product, such as 
Horlicks, on going early into the 
field of market research was able 
to exploit skilfully hitherto un- 
suspected information. The rise 
in prominence of this fine pro- 
duct was not caused by Market 
Research. But it is an outstand- 
ing example of how Market Re- 
search can provide management 
with facts which enable great 
progress to be made. This 
happened years ago, but Horlicks 
have never made the mistake of 
going in for spasmodic fact 
collection. They have insured 
their position as a leader in their 
field by the constant collection 
of all worthwhile data, and by its 
correct use 


Another well known organisa- 
tion whose activity in fact- 
collection as a service to manage- 
ment is well known is Rowntrees. 
Well organised as they are in the 
collection of information about 
their markets, it is hard to pick 
on any particular example of 
theirs where Market Research 
has not been used with benefit. 
But one of the classic examples 
must always be Black Magic 
The intensive collection of facts, 
of testing and pre-testing which 
went into the design and launch 
of this highly successful line 
make it one of the outstanding 
examples of the correct use of 
Market Research in this country. 
In the field of soaps and soapless 
detergents and allied products 
there is intense competition to- 
day. One can only say that each 
of the leaders uses continuously 
every known method for the 
collection of facts, and that 
hardly a move in this market is 
made without the most extensive 
and intensive research 

May I summarise by saying 
Market Research is fact-finding 
for the service of management. 
Use it when you need informa- 
tion. Use the best sources you 
can find. Do not grudge the ex- 
pense but weigh it against its 
short and its long term worth 
And remember that it is the 
proven tool of the successful 
leaders in nearly every field of 
widely advertised goods, 
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Over 5,000,000 people take out driving licences every year. “With new cars still severely 


rationed it is safe to say that most of those 5,000,000 drive vehicles which have done more 
than a few miles. Good reason for them keeping them shiny and new-looking by regular 
Simonizing. Good reason, too, for the Robert Freeman Agency's decision to reach a large 
proportion of the motoring public by advertising Simoniz in the Sunday Pictorial, 
Over 5,000,000 people buy the Sunday Pictorial every week. 


Sunday Pictorial 
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No Puffed-Up Products, Please 


Forel « we 


ROM the days when I took 

my first penny to the sweet- 

shop and fell for a line of 
very large boiled sweets that 
turned out to be mere shells of 
sugar with a pinch of sherbert 
inside, | have been interested in 
people who sell nothing for 
something. 

American doughnuts and 
peppermint sweets are made in 
rings—little rings with lots of 
air in the middle. For the 
innocents who ask for beer by 
the glass instead of by quantity, 
some saloon bars have =. 
looking glasses that hold barely 
two-fifths of a pint. And the 
B.B.C. has a fine line of half- 
hour gramophone- record pro- 
grammes that include 15 minutes 
of meaningless chatter or lists of 
listeners’ names and addresses. 
Huge packets of breakfast food 
and soap-flakes turn out to be 
half-empty; and the lids of 
chocolate-boxes have big flanges 
that make the boxes seem much 
bigger than they are. 

From abroad this year I 
brought back a box of chocolates 
that was three times the size of a 
box of Black Magic, yet con- 
tained less chocolates by weight. 


The making of collapsible tubes 
for toothpaste and face-cream 
calls nowadays for a deep know- 
ledge of optical illusions, and 
some fiend has found a way of 
putting bubbles of air into the 
ee es ae so that, when you 
ave squeezed out an inch or 
two, the tube suddenly emits a 
heart-rending sigh and collapses. 

What the public really thinks 
about ali this—or even whether 


Review of 
Advertising 
by 
COPYTASTER 


it notices what's going on—is 
anybody's guess. 

American cars to-day probably 
give us the supreme example of 
great size without equivalent 
substance, and although they 
have made the New York traffic 
jams and parking problems worse 


SOUTH EASTERN 


GAZETTE 


KENTS OWN PICTURE PAPER 


— Established 


HEAD OFFICE: 


LONDON: 


1815 


MAIDSTONE 


80 FLEET STREET 


than ever I have 
heard of no com- 
plaints from the 
public. 
Nevertheless, the 
tendency is bad. 
and it should be 
discouraged. It is 
bad to see adver- 
tisements of a giant 
package and to 
find one’s wife's 
shopping basket 
stuffed with a vast 


hair-style— yes,” admits 
Reymond. * De I then say 
te yous Thus, and thus, 5a 

. 
must your hair be dressed, ; 
for that is my new style? me ‘ 
I do not. For, madame, you have « . 
perseneliy © your brow has « heighs, : 
your nese has « shape, your hair has « 


texture. These I mast we Uf I am te 


cardboard carton 
that is less than 
half-full of break- 
fast flakes. It is 
bad because the 
practice wastes 
cardboard, and bad 
because it leads 
women to mistrust 
the things they 
read in advertise- 
ments. Worst of 
all, it tends to lead 


Saloms de Coiffure “aux deux dix-huit” 


18 GRAFTON STREET, MAYFAIR, ©; 
8 ALBEMARLE STREET, MAYFAIR, W: REOBNT ég7a 


REOENT p190 


to legislation. 
America already 
has laws about 
“the loose fill,” 
and we don't want 
them here. 
Incidentally, the 
Federal Government has been say- 
ing some very harsh things indeed 
about the claims in cigarette 


Copytaster 


| advertisements and the people 


| who sign testimonials for them. 
It looks as though advertising 
over there is not such a free 
enterprise as it is in Socialist 
Britain. 

* * * 

THE PRESENTATION of company 
| accounts in such a way that the 
public can readily understand 
the position has become a major 
activity of public relations people 
in the United States, and some of 
the biggest companies send very 
elaborate brochures full of pic- 
torial statistics to their stock- 
holders and to _ prospective 
investors. 

Public relations counsellors 
soon realised that such accounts 
could also be usefully shown to 
a company's employees—particu- 
larly if they demonstrated in a 
dramatic way that wages and 
raw materials cost many times 
the trifling amount paid out in 
dividends — and quite a large 
number of firms now publish 
advertisements along the same 


lines—often with a paragraph 
or two to point the moral that, 
far from being a big bad wolf, 
Big Business is a kind of milch 
cow that provides jobs and 
money in return for scarcely 


| more than a handful of hay. 


Whether this kind of adver- 


| tising is regarded primarily as a 


defence against wage demands or 
as a reply to some of the Demo- 
crats attacks on big business is 
debatable, but it has been 
eit*adily increasing in the last few 


thought 
hairdresser Raymond a good one, but Mrs. 
Copytaster said she didn’t think much of it. 
Now he is not so sure! 

bigger, the clothing better. 


this advertisement for 


The name should be 
See page 164. 


years, particularly in local news- 


Perate & Lyle’s effort along 
somewhat similar lines is quite 
the best of such advertisements 
I have ever seen. To use the 
strip-cartoon technique was a 
very clever idea, and it has 
worked out astonishingly well. 
Less light-hearted than Tate & 
Lyle’s effort, but none the less 
praiseworthy, is a booklet con- 
taining the annual report of the 
Alliance Building Society. This 
comtains graphic representations 
of the growth of investments, 
assets, reserves, and membership 


Is the wording of this headline a 
deliberate mistake? It leaves 
Copytaster guessing. See page 164. 
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THE JATLER. Summer Number 


WILL BE A WINNER! OUT ON MAY 31, 


IT WILL APPEAR RIGHT AT THE HEIGHT 
OF THE SUMMER SEASON. TATLER 


READERS HAVE THE “WHEREWITHAL” 
AND ARE CONTENT WITH NOTHING BUT 
‘THE BEST. AN AD. IN THE TATLER 
SUMMER NUMBER IS A SAFE BET! 


" CLOSING TIME IS SHORTENING ; SO, PLEASE LET ME KNOW YOUR REQUIREMENTS QUICKLY: 
W. T. CARPENTER, Advertisement Manager, Commonwealth House, New Oxford Street, London, |W.C.1 HOL. 6955 
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LOCAL CLOTHING STORES 


LOCAL MOTOR CAR AGENTS 


LOCAL FURNITURE STORES 
LOCAL RADIO DEALERS 
LOCAL JEWELLERS 

advertise in the 


0 
9 
9 LOCAL FOOD ADVERTISERS 
7 
6 
> 


DISPLAY COLUMNS 


THE CITIZEN 
IN ONE WEEK! 


sell in 
Gloucester, 
Stroud, 
Dursley and the 
Forest of Dean, 
your business 

is local, and 


the local 
newspaper 
THE CITIZEN 
should carry 
your 
advertising 


THE CITIZEN 


GLOUCESTER 


TRADE ADVERTISEMENT RATE 


1 insertion 8/- - 


6 insertions 7/6 per s.c. inch 
One of the sixteen newspapers serviced by the 
WORTHCLIFFE NEWSPAPERS GROUP LTD. 


Advertisement Department of | 
R. H. PENNEY, 


Advertisement Director 


CARMELITE HOUSE * LONDON - E.C.4° CENTRAL 6000. 
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since 1944—a really dramatic 
success story—the inevitable pic- 
ture of the cake being divided, 
and a comparison of the steadi- 
ness of Alliance's share price 
with the jumpiness of gilt-edged 
securities, | haven't a doubt that 
thousands of members who 
wouldn't even attempt to under- 
stand the balance-sheet now have 
quite a clear understanding of 
much of the Society's affairs. 
* * * 


the 
advertisement 


A ReADER has found in 
Motor Trader an 
(illustrated on page 162) with 
the headline “The Enka Sponge 
does everything a sponge 
does better.” The ambiguity of 
the headline, he says, is so 
obvious that he wonders if it is 
deliberate; it certainly attracted 
his attention to Enka sponges 

The headline certainly leaves 
me guessing. Indeed I can think 
of three possible meanings. 

* * * 

THE ADVERTISEMENT for 
Raymond (illustrated on page 
162) seemed a good one to me. 
and I asked Mrs. Copytaster what 
she thought of it. She looked 
oe | the newspaper twice and 
completely failed to find the 
advertisement at all. When it was 
finaily found for her, she looked 
at the picture, handed back the 
newspaper without reading the 
copy, and said she didn't think 
much of the advertisement 

So now I am not so sure. The 
name should clearly be bigger or 


be made more  visible—which 
wouldn't be difficult—and there 
should be a headline But I 


think that the biggest mistake may 
have been the woman's clothing 
if it can be called that. Women 
are interested first in clothes and 
then, if the clothes are interesting. 
they look at the face and hair 
Nevertheless, I liked the copy 


This is one of 

Electrical Ltd. at 
street and vehicle lighting,” 
posters on a brick wall 


seven prestige 


maps, 


| to thes book bas bere personally wetted by the suther 
(ecomaeodes 


i 


window 

Century House, W.C.2. 
it strikes a topical note 
and panels with traffic signs. 


Holidays & Honeymoons 


oa the SIDE-A-SHILE Book “~~ rr od 
sete te » the 

Bevtan 6 oe . 
Beemer ier of 7. ewurtery end comh guide ter 
the ghetton smd tus goddess Every one ~" the heotets 


ana 


sleep 
© gurde ty coast of country happesees om Brian 6 
y pleygrewed Amd the BIDE &- SHILE BOOK 
costs only 2 6d post free, divert from the Publisher 

C VICTOR HILTON, 45 Pieet Street, Torquay 


“Please remind me, next time, to 
talk about the word quality. 


in the first place, and I still do. 
This has not, in fact, the slightest 
resemblance to a Frenchman's 
attempt at the English idiom, but 
most readers will believe that it 
is the real thing, particularly as it 
has certain echoes of Maurice 
Chevalier. 
* * * 

Wispom have a picture of a 
woman looking thoughtful and 
the headline: “Does your wife 
know how to choose a tooth- 
brush?” In a readership test will 
this score more men or women 
readers? My bet is that it will 
be read by at least 40 per cent 
more women than men—and that 
not more than 5 per cent of 
either will read more than thirty 
of the 200-odd words of copy. 

* * * 

THERE 1S a book about hotels 

called, believe it or not, the 


Bide-A-While Book (see adver- 
tisement illustrated above) and 
another called: Lets Rest 
Awhile. There is a thing called 
a Stac-a-Bye Chair, and King 
George IV Whisky has a 


slogan so unpleasant that | could 
almost sign the pledge The 
Dignity of Quality Unsurpassed. 

Please remind me, next time, to 
talk for a moment about the 
word quality 


displays shown by Philips 

Announcing “Philips for 
with road-safety 
The 


display was constructed and installed by City Display Organisation 


designer Robert Guttman. 
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John Newton regards the Daily Mirror, with its 4,547,000 
sale, as a huge mailing list. This may have something to 
do with the fact that he began as a telegraph boy with the 
elder Edward Hulton in the days of George White. For 
the benefit of those who try and work out his age, he’s 45 
and doesn’t look it. 

The immediate impression one gets of John Newton is 
that he’s a man who is going places and, considering he 
opened his agency as recently as 1945, he is already well on 


the way. Chairman of the Advertising section of the 


ADVERTISER'S WEEKLY 


) She news Q 


ua postman 


Says 


John Newton 


John Newton of John Newton 
Publicity, Manchester 


Manchester Chamber of Commerce and Secretary of the 
Manchester Publicity Association, he has made work his 
hobby, and his rapidly growing agency is a tribute tothe fact. 

Newton firmly believes that most advertising is aimed at 
the mass market and recommends the Daily Mirror 
whenever possible. Moreover, as a true Mancunian, he 
always likes to get the best value for his clients’ “ hard 
brass” and he’s impressed by the fact that the Daily 
Mirror's space rate of .78d. per inch per thousand is 


lower than that of any other National daily. 


Daily Mirror 


LARGEST DAILY 


NET 


SALE IN. THE 
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HREE house organ editors 
in the United States have 
collected $5,000 between them 
as prizes in a competition run 
by the Freedom Foundation 
for selling to their readers the 
American way of life. 

The Foundation offered 
$75,000 in prizes for competitions 
in various fields. The joint com- 
mittee of the American Associa- 
tion of Advertising Agencies and 
the Association of National Ad- 
vertisers handled the company 
magazine section. General Eisen- 
hower presented the prizes 

The competition highlights the 
vigorous way in which American 
big business uses employee maga- 
zines for political purposes. 

* * * 


LESS CONTROVERSIAL is the use 
America makes of house organs 
in the field of sociology. The 
American Cancer Society, for 
example, invites and gets the co- 
operation of industrial editors in 
telling workers about the cam- 
paign against cancer, and what 
people should do to ensure diag- 
nosis and treatment. 

* * * 

Newcomer this spring is The 
Crosfield Chronicle, revived after 
a gap of 25 years by Joseph 
Crosfield & Sons Ltd. i imagine 
the editor has tried to get as near 
to the old magazine as possible, 
for the typographic style is cer- 
tainly not in accord with modern 
ideas. News, pep talks and 
general articles make up the 
contents of this employee maga- 


Edmonton Statute Fair in 
1788. This was founded 
about 1680 and held 
annually in September 
until 1861; at one time it 
was said to be superior to 
Bartholomew Fair for the 
quality of its sideshows 
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When Labour was Cheap 


166 


How U.S. Big Business 


Uses Employee Journals 


zine, but there is no attempt at 
sectionalisation. 

Remembering that a _ staff 
magazine has to compete with the 
popular periodicals for the con- 
tinued attemtion of their readers, 
I feel that house organ editors 
ought to keep a watchful cye on 
journals like Picture Post, /llus- 
trated and Everybody's. 

* * * 


CURIOUSLY, the spring issue of 
Progress, the Lever Brothers and 
Unilever Magazine, contains an 
article about the Joseph Crosfield 
soap works. kt occupies seven 
pages, complete with colour 
plates. In the first issue of Cros- 
field's own journal appears the 
first part of an article about 
Joseph Crosfield & Sons Ltd., 
and a blurb says it was written 
for the Unilever House Magazine 
and is reprinted exactly as it was 
printed in that magazine. I must 
have got hold of the wrong 
Unilever journal, for the article 
in Progress is vastly different. 

Progress is one of the ten best 
house organs produced in this 
country. Not only is the standard 
of production extremely high, but 
its editorial thinking is on the 
grand scale. Progress, however, 


The Statute fairs beld in earlier days were primarily for the purpose of biring 


servants, and were, in fact, known as hiring fairs. The labour for bire was 


cheap, and so were the stands and stalls. Later, they became merely pieasure 
grounds. Rival stands sought to outdo one another in display. Standfiteing 
costs began rising Today the spirit of rivalry continues, but events bave 


reached the stage where exbilitors are united in saying that standfitting harges 


is not primarily an employee 
journal; it is intended for cus- 
tomers and for all others whose 
opinion of the Unilever concern 
matters. 

A useful detail in the spring 
issue is, on the inside back cover, 
a summary of the contents of the 
four issues for 1949. It will help 
those short-memoried people who 
ask themselves: “Now where did 
I read that article?” ~ 

* * * 

REMEMBERING that the biggest 
selling daily newspaper is a 
picture paper, the editors of 
Teamwork have pretty well filled 
the March issue with photo- 
gtaphs and drawings of readers 
at work and at play. Very good 
indeed—but those who want to 
copy please remember that photo- 
graphs need two things, careful 
organisation and generous 
editorial budget. Teamwork 
clearly has both. 

. * * 

AMONG THE earthily practical 
articles in the Bedford Transport 
Magazine for March is one giving 
legal advice to readers on their 
rights under the Transport Act, 
1947. 

Transport managers will be 


Aran 27. 1950 


interested in 
built for particular jobs. Too 
many manufacturers forget that 
users and potential] users of their 
products do really want to know 
as much about them as possible, 
and would like to read articles 


the special vans 


about them in preference to 
recipes for rabblit pie. 
> - * 


THe epiron of The Dark 
Horse, Lioyds Bank staff maga- 
zine, is fortunate in being able to 
draw on the work of a talented 
Photographic Society which has 


Spotlight On 


House Organs 


by 
BRIAN HILTON 


produced some brilliant work for 
a recent exhibition. The Society, 
in turn, is fortunate in having a 
staff magazine editor whe knows 
how to handle good pictures (he 
declined to print one prize- 
winner as reproduction would 
have ruined its subtlety). He has 
printed 15 of them on a cream art 
paper, and includes an assessment 
of six of them by a Fellow of the 
Royal Photographic Society. 
The result is a feature in the 
March issue of the magazine 
which readers will not forget. 


are excessive. We at Olympia agree and use our long experience to keep 
costs down by careful planning. Why not get into touch with us about your 
standfitting problems * 


OLYMPIA STANDFITTING 


OLYMPIA LIMITED LONDON Wis 


PHONE: SHEPHERDS BRUSH 1166 
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10'10 PER PAGE PER THOUSAND 


ADVERTISER'S WEEKLY 


for comprehensive coverage of the most 
influential section of the world’s motorists 


he AUTOCAR’s current circulation 
is now in excess of 100,000 weekly 
the highest figure ever attained, other 
than for Show Numbers. Production 
problems still exist and there remains a 
substantial unsatisfied demand, ensuring the 
widest readership per copy. 
In comparison with the 1947 rate of 21 10 
per page per thousand, based on a circu- 
lation of 44,000, the present cost, on the 
current sales figure, is below 10/10. 


The Autocar, the first and foremost 
motoring journal, exerts an unrivalled in- 
fluence on the world’s automobile markets. 
Impartial, far-sighted and deep in the 
confidence of readers comprising the most 
valuable section of the motoring community, 
The Avurocar has been proved the best 
medium for results and still remains the 
outstanding investment for advertisers in 
the motor industry. 


CIRCULATION IN EXCESS OF 100,000 — HIGHEST AVERAGE FIGURE EVER ATTAINED 
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_ HOW TO MAKE 


1000 CALLS 


Begs = 
A WEEK © 


Ai: IN 


Dm 


--- IN CANADA 


Canada’s railways traverse over 57,000 miles— 
from. St. John's, Newfoundland to Victoria, B.C. is 
a distarice of 4,365 miles. To cover this tremen- 
dous, scattered area requires a big sales force, 
unless you use selective advertising to reach your 
Prospects. 

Firms selling successfully in Canada use trade 
journals to make thousands of ‘calls’ regularly 

“week by week, month by month, between their 
salesmen’s visits. 

The B.N.A. comprises over a hundred strong, 
effective trade papers and other selective peri- 
odicals. Single publications or small groups can be 
chosen which circulate (on a strictly audited basis) 
to exactly the potential customers you wish to reach. 

Airmail your request for information about any 
class or type of industry, commerce or retail trade 
and we will gladly and immediately send you 
market data and sample copies of publications 
covering your markets. * 

*You may see copies of Canadian business papers 


= the Canadian Government Trade Commissioner 
Liverpool, Glasgow. Beltoest 


BUSINESS NEWSPAPERS ASSOCIATION 


‘ OF CANADA e 
eee 137° WELLINGTON 5ST. W., TORONTO. CANADA 
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The “A.W.” 


| PRODUCTION QUIZ 
Albert Smallwood, rs RSA. AM. LAMA., B.T.G. 


1. Name a famous English calligrapher who carried an immense 
amount of research into writing, illuminating and lettering and. 
for a period, taught at the Royal College of Art 

2. Is Titanium used for 

(a) Cleaning half-tone blocks after printing? 
(6) Hardening type metal? 
(c) Increasing the opacity and whiteness of paper? 

3. Why is it necessary to keep to a minimum and to keep 
“contrasty” the tones of an original from which a halftone 
block for a newspaper ad. is to be made? 

4. Can you identify the following? 

(a) A typeface named after a King of Hungary. 

(b) A typeface named after the capital of Ancient Egypt. 

(c) A typeface named after a famous Italian printer who 
received a pension from Napoleon Bonaparte. 

5. What are the functions of 

(a) A dandy? (b) A doctor? (c) A space-band? 

6. If you suddenly came across a “bolt” in a periodical you were 
reading, how would you remove it? 

7. Did advertising first appear in English newsbooks in the year 
1547, 1647, 1747 or 1847? 

8. What is the approximate depth of a cell in that part of a photo- 
gravure plate or cylinder which is required to print as dark as 
possible? 

9. What have the following illustrators in common? 

(a) William Kermode. (6) Rockwell Kent. 
(c) Eric Gill. (d) John Nash. 
(e) Eric Ravilious. 
How many did you get correct? The answers are on page 190 


25 YEARS AGO 


In April, 1925 The Bath Herald and the Bath 
é and Wilts Chronicie were amal- 
ADVERTISER'S WEEKLY pub- gamated to form the Bath and 
lished an American supplement Wilts Chronicle and Herald. 
tying up with the deparwre of * * . 
delegates to the Annual Conven- It was suggested that the 
tion of the Association of Adver- £120,000 appropriation for the 
tising Clubs of the World, British Empire Exhibition was 
Houston, Texas, which was due to very much inadequate. 
open or May =. * * * 
The Daily News, claiming a 
The Publicity ‘Club of deans certified net sale of over 600,000, 
under the chairmanship of introduced its front page as an 


Andrew Milne, resolved to en- advertising space, at £350. 
courage eminent businessmen * * * 
throughout the world to devote Dunlop Tennis Balls were in- 
a part of their advertising appro- troduced. 
priations to the promotion of * * * 
peace The ‘resolution was for- J. Varney & Co., were ap 
warded to the impending Con- pointed to handle advertising for 
vention of the A.A.C. of W. Beecham’s Pills. 

* * * ay janet 


It was decided to hold the first * 
all-British Advertising Conven- Bemrose Install 


tion at Harrogate, July 4-8. Mr . . 

Stuart A. Hirst was appointed New Machinery 

chairman of the organising com- A aew building designed to 

mittee house photogravure machinery 
- * * for the manufacture of wrappings 


The 5,000th issue of the Daily for sweets, tobacco and soap was 
Sketch appeared, carrying several opened by Bemrose & Sons Ltd., 
of the advertisers who were in the 124-year-old Derby printing 


the first issue firm, recently. At the opening 
* * * gold watches were presented to 
The forthcoming re-issue of 139 employees who had been 25 


Advertiser's Annual, which had years or more with the firm, 
suspended publication in 1914, among them Mr. W. Bemrose. 
was announced under the title chairman and managing director, 
Advertiser's Annual and Conven- Mr. Clive Bemrose and Col 
tion Yearbook, 1925-6 H. H. Lilly, directors 
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THIS NEW SURVEY IS THE FIRST gsiide to economic and social life to be 
published in this country since the war. * Patterns of British Life’ is based om close 
observation of current behaviour patterns and its findings ere backed up through- 
out: by the statistical facts, I: gives a comprehensive picture of the British scene 
today how many we are, where and how we live, what jobs we do, what we 
enjoy, how we spend our hojidays—and our money, and what new habits we 
have sequired in recent years. ‘Patterns of British Life’ makes fascinating and 
significant reading, and provides the essential background and reference, for 
advertising and business executives — for everyone, in fact, to whom an up-todute 
working knowledge of the British public is fundamental to planning or action, 
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SCOTTISH EDITION 


792,29 = 


DAILY NET SALE FOR MARCH 


NORTHERN EDITION 


INCLUDING WN. IRELAND & EIRE 


1,192,143 


DAILY NET SALE FOR MARCH 


SOUTHERN EDITION 


2,319,934 


DAILY NET SALE FOR MARCH 
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Ring The Changes— 
But Gradually 


that, at the moment you read 

these lines, some member of 
the advertising profession is 
pondering a problem which 
besets every packaged-product 
manufacturer sooner or later 

The problem is this: How can 
the pack which the passage of 
time has rendered out-of-date 
and without appeal to the modern 
generation be modernised without 
losing the goodwill that all old 
customers attach to the original? 

To take a well known product 
as an example: How can makers 
of Ovaltine change and improve 
their label without people 
wondering whether the contents, 
also, have been changed? 


There is no doubt at all, in my 
mind at least, that the Ovaltine 
label could be made considerably 
more attractive than it is, but 
with a goodwill at stake that 
must have cost a millionaire’s 
ratiom to build up, I do not 
blame them at all for not gamb 
ling their future on some new- 
fangled design that might gain 
them a lemon and lose them an 
orchard 

However, it is not necessary to 
leap from the hoary and respect- 
able past to precarious future all! 
in one go, many old established 
and well-known packs have 
acquired 20th century charm by 
a gradual! process of face-lifting 
By improving the label on the 
instalment basis the changes are 
almost imperceptible to the ordin- 
ary housewife—she just notices, 
vaguely, that her packet of so- 
and-so looks a bit smarter than it 
used to 

Does Ovaltine need to look 
any smarter? It sure does! Al- 
though its new competitors, Milo, 
Maralyn, etc., have come into a 
market greatly expanded by pre- 
sent working class prosperity, the 
time will come when all these 
products will have to fight hard 
for their place in the sun. (The 
time may even come when people 
cease to imagine they are in need 
of bedtime drinks and realise they 
are not “tired” but only bored 
with reading uninspiced advertise- 
ments.) 

While the Ovaltine label has 
many good points—for instance, 
it is different from all the others, 
it uses a background colour with 
strong display value and it cer 
tainly suggests authenticity-—the 
label is undoubtedly fussy, over 
crowded and makes little visual 
impact The name Ovaltine 
would register from twice the 
distance, if it were in clear and 
lively lettering. instead of the 
cluttered and pompous type now 
used. 


I: is almost a dead certainty 


It is well to remember that a 
nation which pays the highest tax 
in the world for the benefit of 
fitting itself out with Government 
spectacles is not gifted with 


eagle-like eyesight. And if a pack 
is not clearly legible from the 
backshelf of an ill-lit grocer's 


shop it might as well be hidden 
under a bushel 

Por the benefit of those users 
who are short of reading matter 
and have no free library to go to 
the essay on nutrition which at 
present covers 80 per cent of the 
Ovaltine label might perhaps be 
retained, but | submit that a 
little of this space devoted to the 
“Ovaltinies” might be a positive 
and profitable investment 


* > * 


GAZING ABSTRACTEDLY into the 
grocer’s window the other day I 
noticed a “Royal” tin and 
thought how like each other all 
these metal polish tins were. Then 
suddenly the words. “Baking 
Powder” impinged upon my con- 
sciousness and | realised the pro 
duct was not a polish at all 
Having purchased a tin, I covered 


[Photos by Kevstone Studio 


There is no doubt that the 
Ovaltine label could be made 
considerably more attractive, but 
with goodwill at stake _I do 
not blame them at all for not 
gambling their future on some 

newfangled design 


up the words “Baking Powder” 
and asked three women what they 
thought was in the tin They 
all said “polish.” 

Even if the product description 
were written in letters of fire 
instead of being dropped round 
the design like the hem of an 
unpinned petticoat, the associa- 
tion in the mind of the purchaser 
of an edible product with some- 


thing very inedible would still 
detract from the pack’s sales ap- 
peal. Learning from the copy 
on the back that Royal Baking 
Powder has been the choice of 
geod cooks for more than 80 
vears, | looked no further than 
this for an explanation of the 
quaint design. The motif, as you 
will observe, consists of one tin 
inside the other in decreasing 
size, the fourth being the size of 
a pinhead. 

Very clever. But what effect. 
if any, is this design having on 
the multitudes of women who 


have become housewives since 
the talkies came in? 
* * * 
WHILE aT the grocers, let us 


pause to reflect on the marketing 
sublety which produced the enig- 
matic trade mark for Monk 
& Glass Custard The brand 
name, one surprisedly discovers. 
is derived from Monkhouse & 
Glasscock, the name of the manu- 
facturcrs, and it certainly provides 
a theme which is easily made 
distinctive and could only with 
difficulty be imitated. Many a 
firm has gone all round the moon 
for a brand name and arrived at 
something far less satisfactory 
than “Monk & Gilass.” 

Every picture. ran the old 
backache blurbs, tells a story 
and there is no doubt that the 
picture which tells a story makes 
a far more lasting impression on 
the average mind than any 
amount of artistic excellence 
Here the picture is plain enough 
and apart from the heaviness of 
the execution, it is pretty effec 


tive in getting the story over. The 
actual trade mark, which appears 


Above: Three women thought i: 
was polish. 

Right: The “enigmatic trade 

mark” provides a theme easily 


made distinctive 
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on the back flanking the copy of 
both sides, carries the mystic 
slogan: “At last, at last.” 

1 don’t know what you think, 
but it occurs to me that if a 
monk does say “At last, at last,” 
it is about some benefit other 
than custard 

* - * 


HAVING OccUPTED a horizontal 
position himself for the past few 
weeks, your reviewer received 
details of the Kerfoot Toilet 
Water pack at a most appropriate 
time. 

This pack had to meet two 
fundamental requirements: the 
design had to be one that invalids 
would actually like, and it had 
to be one that their friends would 
expect them to like. It is well 
known in the gift trade that the 
things people choose as presents 
for their friends are quite differ- 


REVIEW OF 
PACKAGING 
by Ronald Vickers 


emt from what they themselyes 
would like to receive. This is 
partly because they like to im- 
press their friends with their 
“good taste”-——-whereas for them- 
selves they can afford to be more 
natural. There is, therefore, one 
thing that a product such as Ker- 
foots Eau de K must have, it 
must have the appearance of 
quality and good taste. Being 
intended for the sickroom this 
particular pack had also to have 
something of quality of flowers, 
that is to say, colour and fresh- 
ness 

The pack designed by Lonsdale- 
Hands Associates has achieved 
all these objectives and has also 
the advantage of being com 
pletely original in conception and 
design. The motif letter “K" 
(which is in a lively red) has a 
display punch which is un- 
equalled by most packs four times 
as big. The outer is in navy blue. 
which sets off the red “K” and 
the white and grey background of 
the packs admirably 
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Nothing changes fashion so quickly as a price. Store advertising 
calls for the closest possible liaison between buyers and Agency .. . constant 
alertness to meet the needs of day-to-day supply and demand, and great 
flexibility in all departments—creative, copywriting, studio and production 
Advertising for Arding & Hobbs is marketing in print, an ever-changing 

shop window, displayed not only locally but to Greater London and— 

when merchandise and ci warrant it—to the whole nation. 
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See GREENLY’S about ADVERTISING 


INCORPORATED PRACTITIONERS tN ADVERTISING 
Greenly’s Limited, 5, Chancery Lane, London, W.C.2. Telephone : Holborn 8400 
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don't 


keep your name to yourself 


Your personality is the public-relations side of your business. 


A plain paper wrap can do nothing whatever for your reputa- 


tion. A well designed and lively paper is an obvious improve- 


ment, 


. . And a paper which is not only attractive but 


distinctive, which carries your name, your device, the very 


stamp of your personality into highways and homes of the 


world — now that is best of all. 


hace your own 


exelusive box paper! 


SANDERSON 


SIGNATURE PAPERS 


whether you use them for packs or for wrapping, take care 


of your public appearance. An extra charge on the first 


thirty reams covers costs of design and special printing 


rollers. After that they're as inexpensive as any other of 


Sanderson's famous range. 


ARTHUR SANDERSON & SONS LTD 


5? BEANERS STREET, LONDON, Ww ! 


TELEPHONE MUSEUM 7800 
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NEW BOOKS 


REVIEWED — 


American Ideas 
On Copy 


Copy -The Core of Advertising By 
Acop Glim (McGraw-Hill 25s td.) 

A characteristically American 
advertising book by a man with 
30 years’ experience who believes 
that copy—the actual wording— 
is the heart and soul of all adver- 
tising matter. And he has written 
this book as if he were writing 
advertisement copy. He is selling 
the proposition, not cxamining 
the case. 

Nevertheless, he has set down 
much sound sense on the subject 
ot copy, and it is worth putting 
up with his circus display on 
several hobby horses to read it 
He is insistent that the writing of 
copy is a job of work—-a craft if 
you will, but not an art. He has 
no patience with the copywriter 
who must go into seclusion until 
inspiration arrives. Start some- 
where, he says, whether it is at 
the headline or the last sentence 
doesn't matter, Work forwards 
or backwards, hammering the 
copy out. The reader can sense, 
too, that although he doesn't 
quote it be agrees with Shaw's 
advice to go through any piece 
you have written and cross out 
the bits you like best 

Here are some of the more 
shining dicta from Mr. Glim: 

“Important is the moment at 
which people part with moncy 
The copywriter should know as 
many kinds of market places as 
possible. How are things sold 
and bought? How long since 
you've visited an automobile 
showroom, a commodity market, 
» machine tool show, a grocery. 
drug. hardware, paint or depart- 
ment store, a small-town general 
store’? Perhaps at one time or 
another you've done everything 
here suggested -and more. Come 
out of your ivory tower and do 
them all again? There have been 
some changes made!” 

On the subject of novelty he 
writes: “The desire to be differ- 
ent--solely for the sake of being 
different—is one of the most 
dangerous desires an advertiser 
can have By eliminating 
everything any other advertiser in 
the field has ever done, the 
chances are that he cheats him- 
self out of using all the basic 
reasors for which people buy his 
wares People want salt 
because it is salty. It is foolish to 
omit that fact from your sales 
story —just because someone else 
has already said that his salt ts 
salty. It's almost equally foolish 
to hunt for a lot of other sales 
arguments None will be as 
basic.” 

And again ‘The desire for 
difference is sometimes expressed 
in this way: We want an adver- 
tising theme that will put our 
product into a class by itself . 


However, being in a class by 
oneself isn't always a good thing 
In a field of cattle one animal 
with a touch of unicorn blood 
would be pretty much in a class 
by himself We must be 
certain that our prospects will be 
able to identify our business for 
what it is. A bank should look 
like a bank.” 

From a chapter on copy test- 
ing: “You don't need to guess 
about advertising You can 
know. If your copy can’t carry 
tracer bullets (coupons or invita- 
tions for booklets) then use 
market researchers to go look at 
the target and report on your 


gunnery.” 

From a chapter on public 
relations: “Many factories could 
gain extra goodwill if their 


identification included (as well as 
the name of the company and its 
products) the name of the city or 
town in which the .plant is 
located. Aesop Glim has often 
wondered where he was when on 
a train.” 

Definitely this is a bright book, 
4 questioning and stimulating 
book. It is also a sophisticated 
book with a savour for the old 
hand at copy.—E.S.A 


It Grows Ripe 
With Age 


The British Journal Photographic 
Aimanac, 1950. ‘(Henry Greenwood & 
Co., Lid 7s. 6d. net. cloth: Ss. net 


paper board) 

The BJ. Almanac, now in its 
91st year of publication, is, in my 
view, a most remarkable feat of 
sustained photographic journal- 
ism in this country. Year after 
year this comprehensive fact-book 
has made its welcome appearance, 
and despite the periodical chal- 
lenges of newcomers, firmly re- 
tains its high place in the esteem 
of amateur and professional 
photographers alike. 

All the time-honoured features 
appear. including fully illustrated 
reviews of new apparatus. Over 
225 pages of advertisements bear 
tribute to the true value of the 
work. An interesting point, to the 
student of advertising, is the tre- 
mendous improvement in the 
quality of much of the technical 
advertising in this book over the 
past 15 years. Colour and full- 
colour is used most effectively 
the day when more facts-and- 
figures would do in technica! ad 
vertising have gone 

In a nutshell, here is almost 
every technical fact you will need 
for the next 12 months.-E.W.S 


Tell it In Pictures, by Toye 
Vise (Press and Publications 


Board, Church Assembly, 9d.). 
written in the belief that “for 
countless minds, pictures are ‘the 
quickest way in’,” gives useful 
hints to churchmen on pictorial 
yournalism 
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After four years of exile, Britain's 


leading business magazine FUTURE will 
be on display and sale at 


bookstalls as from June Ist. 


i aed i igo (te roa Fe Sa re age re * 

Bid ic veere series & bissonn es 7 
tafe. 
1 + TRE MAGCATINN FOR OUR tee te : H 
FUTURE's editorial purpose i 
& 


is to champion the cause of . 


competitive business in this country 


Pay Ae ee Se ae et CP 


and to oppose all forms of restriction and control 


a tee 
sre 


which hamper the development of enterprise. 


CSA waar: ste 


The future of British business is the future of Britain 
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... its the POWER behind “SMALLS” SELL — And Tell 


the punch which brings The Story Of The Passing Times 


results. 


That is why the 


great family influence of 


the SUNDERLAND ECHO and 


(Contributed) 


HERE is an old and very 

true saying that “smalls” are 
news. In fact, “‘smalis’ often 
maintain their news value longer 
than the contents of the editorial 
columns. Nevertheless, the life 
o a particular classified adver- 
t is generally short. In 


NORTHERN DAILY MAIL 


W. Hartlepool is so vital 


to all advertising campaigns 


on the North-East coast. 


110,758 


COMBINED 
DAILY 
NET SALE 


LONDON OFFICE: 65 FLEET ST., E.C.4 Telephone : CENtral 2845 
Members of the Audit Bureau of Circulations since 1932 


Avoid 
lettering on 
artwork by 


Kodatracing- 


Expensive artwork whether 
for black or white press work, 
colour illustration, poster or 
display material need not be 
wasted by lettering on and so 
rendering it useless for future 
use. Artwork is too expensive 
when new artwork is prepared 
for each job and so must be 
saved. Whatever printing pro- 
cess is employed and whether 
artwork is colour or black and 
white- —Jettering on a Kodatrace 


overlay can be “stripped in” or 
“overprinted” by your block- 
maker or processman—so saving 
valuable artwork for future use. 
Kodatrace has a non-greasy 
surface ideal for lettering and 
may be erased without damag- 
ing the surface. It is ideal for 
chent presentation and has 
many uses, among them, colour 
proofing and as a means for 
ensuring accurate register. 


save time and money with 


THE ORIGINAL PLASTIC FILM 


Supplied in Rolls 40 ins. x 20 yerds and Half Rolls 40 ins. « 10 yards. 
Sele Distributors: 
ME ST0M CRAVEN HOUSE, 121, KINGSWAY, LONDON, W.C.2. Holborn 6086 


iene it becomes a mere insertion 
in a newspaper file; a reminder 
that on such and such a day in 
such and such a year John Jones 
advertised a car for sale, or was 
looking for a job. 

But in the process of time, 
while losing value as a selling 
medium, “smalls” tend to acquire 
another which is more specialised 
and less apparent. They acquire 
value as “mirrors of history,” a 
“signs of the times.” And while 
front pages—such as that of the 
Wolverhampton Express and Star 
in the first week of March, 1939, 
recorded the twists and turns of 
the international political scene 
~—the columns of classifieds 
prepared for a long hibernation. 
In time they would emerge to 
offer a fairly clear picture of the 
social and economic life of those 
far off days. At least, that is the 
first conclusion to which a com- 
parison of classified adveriise- 
ments carried in the Express and 
Star in 1939 and 1950 led. 

During the first week in March, 
1939, the Express and Star 
carried 2.047 classified advertise- 
ments of all descriptions. The 
corresponding figure for March, 
1950, was 4.247. On the basis of 
these figures the rough yearly 
total for 1939 is 98,000, for 1950 
approximately 202,000. And 
here at once an interesting fact 
emerges, for these two totals 
roughly mirror the circulation 
appertaining to those years. Is 
there, then, a tie-up between 
volume of “smalls” and circula- 
tion? Is there a rough thumb 
rule which would allow us to 
assume that a provincial paper 
with a circulation of say 300.000 
carries as a yearly total approxi- 
mately that number of classified 
advertisements? 

Perhans the most interesting 
facts emerged from a_ closer 
inspection of the relative changes 
in the volume of advertising in 
the various classifications. It is 
here that the changed conditions 
in every day life in the period 
1939-1950 are indicated. 

Take. for instance, the insertion 
under Houses to Let classifica- 
tion. In 1939, before bombing 
and the wartime standstill on 
building brought the present 
shortage. there was little difficulty 
in finding a house to let. During 
six days in 1939 no fewer than 
83 were advertised. The figure 
of two for 1950 is a graphic 
indication of the gravity of our 
housing situation. 

Another interesting comparison 


is provided by the astonishing 
expansion in advertising under 
Holiday Addresses columns. In 
1939 the Express and Star carried 
only 12 insertions under this 
heading during the period under 
review. By 1950 the total for 
the first week in March had risen 
to 50S. It could be argued here 
that wartime extension of 
holidays with pay is reflected by 
these figures, especially as a 
large part of the area covered by 
the Express and Star is industrial. 

On the other hand, hotel and 
boarding house keepers, like 
other business people, advertise 
where they find they get results. 
More probably the expansion is 
a combination of the two. 


More People 
Want Jobs Now 


Under the heading of Situations 
Vacant in 1939 in the first week 
of March, the period under 
review, the newspaper carried 
386, the comparable figure being 
758 for the same period in 1950. 

Why there should be a 
temarkable increase in the 
volume of cars for sale is not 
easy to explain. One would have 
thought that motoring days of 
1939 would have produced more 
advertising than 1950. In point 
of fact, insertions for 1950 were 
348 against 157 for 1939. It may 
be that cars are changing hands 
more frequently, or that a private 
sale might now be expected to 
produce better prices; demand 
may be greater, or there are more 
secondhand cars on the market 
now because the life of a second- 
hand car has been greatly 
extended through non-replace- 
ment of new cars. e same 
holds with commercial vehicles. 

The overall picture, as far as 
the Express and Star is concerned, 
is one of general expansion in 
classified advertising. When this 
is balanced against increased cost, 
and the very necessary, though 
irksome, restrictions on space and 
number of insertions operating 
during the last ten years, the 
increase of 107 per cent is a 
creditable achievement. 

Such an increase in the face 
of the real opposition imposed by 
the newsprint shortage can only 
be attributed to good service and 
good results. “Smalis” are 
without doubt a very definite part 
of the life of any community. 
They are the clearing house and 
shop window for a thousand and 
one transactions; the personal 
wants and offers which oo 
and parcel of everyday life. ~ 
and foremost they are news, and 
a strong. classified section 
indicates the strength and prestige 
of a newspaper 
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Apri 27, 1950 


Working & Spending 
in Nottingham 


Nottingham spends probably £50 to £60 million 
a year on goods and services. Its world-famous 


lace industry is only one of many which contri- 
bute to the wealth of this great market. 


Packing Streptomycin at Boots’ gigantic Nottingham 
factory. One of the biggest of its kind in the world, 
this works employs more than 10,000 skilled workers 


A valuable dollar-earner, the Nottingham lace industry employs more than 
3,000 highly skilled, highly paid workers. The examiner above must under- 
stand every detail of the pattern structure and can correct faults by hand 


ottingnam hosiery has a Ingh reputauen 4 
too the many skilled workers are well paid Their pending, like rt-y of the 
7,000 men and women in Player's big tobacco factories, is strongly influenced 
by The Notringham Journal and Nottingham Foening News adverusing. 


The Raleigh Cycle Company recently exported their 10 millionth cycle "4 
VJ. Day. The ever-growing overseas trade of this great organisation 
ed in the earnings of its many employees. H teh wager— hgh spending 


The Nottinghamshire pits are part of the largest coalficelds in England. 
Many mines use the latest coalcutters ; wages are high, unemployment nil. 
Also in Nottinghamshire, are Britain's biggest oil-producing fields. 


Reach this rich and busy market through THe NOTTINGHAM JOURNAL (morning) and the 
NOTTINGHAM EVENING News. The latter carried over 95,000 small ads. during the last 


six months—an indication of the local trust in the paper 


THE NOTTINGHAM JOURNAL 


(Net Sale 32,535 A.B.C.) 


WESTMINSTER 


Leeds Office 


Russell Chambers, Merrion Street, Leeds 2. Te! Leeds 24998 


NOTTINGHAM EVENING NEWS 


(Net Sale 75,682 A.B.C.) 


ERNEST LUMSDON : London Advertisement Director 


PRESS PROVINCIAL NEWSPAPERS LIMITED 


167-170 FLEET STREET, LONDON, E.C.4. Tel: 


CENtral 3265 


Manchester Office 
Midland Bank House, 26 Cross St., Manchester 2. Te! Blackiriars 1930 
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ADVERTISER'S WEEKLY 


SILK-SCREEN 
PRINTING 


We have just moved our 
Silk-Screen Department to 
more spacious premises at 
239 OLD STREET E.C.1, 
We offer to old and new 
clients a high standard of 
craftsmanship and service, 
in thé production of 
posters, showcards, etc. 


SPAS IGNG 


All enquiries to 


42 HOXTON SQUARE, N.1 
Telephone: CLE 2354 


CAMBRIDGESHIRE TIMES 


GROUP 


7 
it nes, 62,65 


Copies 
Weekly 


TIMES eee MARCH 
: 2368 (2 lines) 


Representative : 
MR. W. H. WALMSLEY, 69, FLEET STREET 
Tele : Central 9353 


READERSHIP GOODWILL 


fOoOsSTtTeneo ' 


METALLURGIA 


BRITISH JOURNAL OF METALS 


SY AUTHORITATIVE EXDITORIAL 


Ollers greater value to advertiser and agent 


THE KENNEDY PRESS (TD. 31 KING STREET WEST. MANCHESTER 3 
LONDON OFFICE: 21 BEDFORD STREET, LONDON, W.C2 


Apa 27, 1950 


LETTERS TO THE EDITOR 


(Continued from page ii of cover) 


Guide Book Ads. 


Sm,—Your correspondent 
“Space Rep.” asks if Mr. Alan 
Whitworth's comment about 
space in loca! handbooks, guides 
and brochures represents general 
opinion in advertising. | think 
it certainly does so far as national 
advertisers are concerned 

Your correspondent asks “is 
one to assume that Mr. Whit- 
worth considers these books 
should be sold and carry no ad- 
vertising?” 1 suggest this is an 
over-simplification of the prob- 
lem. If the books are worth pro- 
ducing at all, recipients will not 
mind paying sixpence or a shilling 
for them. 

I do not think Mr. Whitworth 
is suggesting they should carry 
no advertising, but rather that the 
advertising rates should be based 
on the advertising value and the 
size of the circulation instead of, 
aS at present, the entire cost of 
production, including a high rate 
of commission to the space repre- 
sentative and a handsome profit 
to the publishers. 

If the fixing of an advertising 
rate of, say, £1 per page per one 
thousand of circulation would 
bring in insufficient to make pub- 
lication 1n economic proposition, 
then I ‘think most experienced 
advertisers would agree it is 
better not to proceed with the 
publication at all. After all, why 
should advertisers who cannot 
hope to get an adequate return 
for their outlay be expected to 
supply Councils, golf clubs and 
estate agents with expensive pub- 
lications free of cost to those 
who sponsor them? 

A. P. COOPER, 

Publicity Organiser, Norwich 
Union Insurance Societies. 
(Mr. Whitworth elaborated the 


points made in his address in a * 


letter to ADVERTISER'S WEEKLY 
on April 20.—Editor.) 


Technical Press 
Cuttings 


Sir,—I had no intention of 
entering the Press cutting con- 
troversy, but in view of the con- 
tribution (April 6) I feel it neces- 
sary to remove the impression 
that there is only ONE agency 
covering the trade and technical 
field. 

The true position is that all 
Press cutting bureaux cover a 
selected list which is governed by 
their subscribers’ particular re- 
quirements and, as has already 
been pointed out, by the avail- 
ability of trained readers. 

Just to take a large number of 
trade and technical publications, 
irrespective of subscribers’ in- 
terest, is not only uneconomic, 
but is not in the interest of Press 
cutting users as a whole, since as 
no one agency can possibly read 
every publication, it means cer- 
tain papers which would be of 


more general interest have to be 
excluded. 

It is not the number of papers 
on an apeer’s list or the size of 
the staff which counts, but the 
selection of media and the effici- 
ency of the service undertaken. 


PHILIP F. MORGAN, 
Romeike & Curtice Ltd. 


Sm,—tThe correspondence in 
your columns dealing with cover- 
age of technical publications by 
Press cutting bureaux, has re- 
cently included a letter which 
charged “mushroom firms” with 
“charlatanism.” Contained in this 
charge is the assumption that 
every subscriber to Press cutting 
services requires an all-embracing 
coverage. 

In our experience, however, 
this premise is incorrect. Many 
subscribers have indicated to us 
their preference for the more in- 
telligent and discriminating ser- 
vice of a smaller agency, The 
conclusion to be drawn from the 
evidence of our correspondence 
files is that small agencies, far 
from undermining confidence in 
Press cutting services, are sub- 
stantially contributing to their 
improvement. 

M. A. BERNARD, 
P. C. PODRO, 
Proprietors, Universal 
Press Cutting Agency. 


Sin,—1 wrote and posted my 
letter to you before Mr. Durrant 
Wright's first letter was published 
It was, of course, very far from 
my mind to include Durrants, or 
for that matter, Romeike and 
Curtice, in my _ reference to 
“mushroom firms.” 

As a point of interest the Inter- 
national Press-Cutting Bureau 
was founded by my father thirty 


years ago 
DAVID PODRO. 
International Press 
Cutting Bureau, 
(This correspondence is now 
closed.—-Editor.) 


Manchester First ? 


Sirn.—What Manchester does 
to-day the rest of the country 
does to-morrow! I enclose an at- 
tractive two-colour leaflet Man- 
chester's Budget. Wt has been 
issued by the Finance Committee 
of Manchester Corporation. It 
sets out, in clear man-in-the- 
street English, easy to under- 
stand, how they spend the money. 
Manchester has done something 
of the kind for some years. It 
would be interesting to know if 
Manchester Corporation are the 
pioneers in Great Britain, or 
must Manchester bend the knee 
and acknowledge that another 
municipality has, in this fine idea, 
beaten her to it? 

ALFRED BE. SHUTTLEWORTH. 
15 Shrewsbury Street, 
Manchester 16. 
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ADVERTISER'S WEEKLY 


will tell you 


BOOTS ESHOES 
ENGINEERING 


CLOTHING Am | happy? You bet | am, and why not? I've done a good day's work and 

SUGAR BEET I'm on my way home to the missus and the boy, and to my way of thinking 
that is one of the best things in life. Mine is a happy family. The wife and 

IRON & STEEL | plan together the future we are hoping to make for the youngster. He 

BRICKS is going to learn a skilled trade like his Dad when he grows up because 
then he can earn good money like | do; there is nothing like security to 

RAILWAYS keep a fellow happy. 

AGRICULTURE I'm a steady sort of chap, and when | buy | believe in buying the best | 
can afford. It lasts longer and pays in the end, so | always look in my paper 

DOCKS for names | know. They bear the guarantee of good quality 

CANNING if you produce or market good stuff, take my tip, advertise it often so 

BREWING that chaps like me will get to know about it and look out for what you 


; have to sell. 

LOWERS GROUP NEWSPAPERS . 

FRUIT NORTHAMPTONSHIRE EVENING TELEGRAPH. Peterborough Citizen 

SEEDS & Advertiser (twice weekly). Kettering Leader & Guardian, Welling- 
borough News. Rushden Echo & Argus. Thrapston, Raunds & Ound 

MANURES Journal. Lynn News & Advertiser (twice weekly). Bury Free Press. Suffolk 

TIMBER Free Press. isle of Ely & Wisbech Advertiser (twice weekly). Newmarket 
Journal. Market Harborough Advertiser & Midland Mail. Lincoinshire 

MATS Free Press. 


FORGING 


" Managing Director : R. P. WINFREY, M.A., LLB. 
Rate £3. 10.0 s.c./. flot 


mmm «= Cast Midland Allied Press Ltd om 


ONE ORDER A.B.C. Certificate July to December 1949. Net sales 225,353 per issue. 


ONE ACCOUNT London Advertisement : GEORGE JACKSON, CLIFFORD’S INN, 
ONE RATE FLEET STREET C4 Telephone : HOLborn 3611/2 


ONE MATRIX Manchester Ad . NOEL YULE, clo HILTON a KAY, 
4, WATER STREET MANCHESTER 8. Telephone : BLA 0402 
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Original 


suggestions 
Display Units ,Showcardg and Transfers 
- 'phone TERminus 2775) 6. 


Advertising Display 
Fine Art Colour Printers 
324, Gray's Inn Road, 


for Cut - outs, 


Ltd. ad 
London, W.C. 1. 


British advertisers anxious to 
increase their trade with 
Denmark should investigate the 
Possibilities of Exstrasaver, 
the largest Evening Daily. Pub- 
lished by Politiken, Denmark's 
famous Morning National News- 
paper, it still offers adequate 
space facilities. — Foi detoils from 


CRANE-~DEBENHAM LTD. 
69, FLEFT STREET, LONDON. E-C-4 
Central 2811 


THORNTONS (BIRMINGHAM) 
COMMON LANE, KENILWORTH 
Phone: Birmingham STE. 4235 


Relicl Printed 
LETTE RHEADINGS 


Without Steel Dies / 


SILK SCREEN ARTS LT? 


97 SHIRLEY ROAD CROYDON 

AooOt;trmsScomeBe 147-6 
WIGHEST GRADE 
CLEAN & SHARP 
CRAFTSMANSHIP 


SPEEDY ese 
) EXPRESS 4 
DELIVERY 


EXHIBITION 
SILK -SCREEN 


DISPLAY 


riestleys 


OF GLOUCESTER. 


"Phones : GLOS. 2228/-2-3 
london TEM 7965-6 


pos TERS = 


& SHOWCARDS 
Hendwritten or Silk Screened 


DHELPS 


PUBLICITY 
|, NEELD PARADE, bi ead 
Tel: WEM. 3366 and 2 


Telegrams : “ Publicity ” Wembley 


BOLTON 
STANDARD 


THE LEADING 
LOCAL WEEKLY 


On sale every Thursday 
VICTORIA ST., BOLTON 
Tel. 4742 (2 lines 
115 High He alborn ECA 
Chancery 8752 


London 


DISPLAYS 
EXHIBITIONS STANDS 


MERCURY 


DISPLAYS LTD. 


245 VAUXHALL BRIDGE ROAD 
VICTORIA-S.W.t. TEL. VIC 0912.3 


TO ADVERTISING AGENTS 


Obviously we cannot help every- 
body or undertake all jobs that are 
offered us, but your job may just fit 
in with our production schedule 
Try ws — it's worth « ring 

G. F. Tomkin Ltd., prin reas 
501/505 Grove G 
Leytonstone 


reen Road 
. Ce LEY 1164/5 


P.R. Needs Code 
Says F.J. Lyons 


Public relations is in its infancy 
and needs a code of conduct, 
suggested Mr. F. J. Lyons, 
managing director, F. J. Lyons 
Lid., addressing the Society of 
Diploma members of the Adver- 
tising Association on “The 
Practice of Public Relations.” 

To measure up column-inches 
of editoria] mentions and charge 
the client at space rates was 
morally wrong A public 
relations man, said Mr. Lyons, 
should be an adviser who was 
paid a reasonable fee and did 
the best job that lay in his power 
for a client 


Adopt New Title 


Stewart Skingle Ltd. have 
adopted a novel method of 
notifying clients and newspapers 
of change of address and title. 
Now to be known as Skingle of 
the Strand, they have taken over 
premises at 191 Strand, W.C.2 
(telephone Temple Bar 9507). 

The change is announced in a 
three-colour folder, with the title 
of the addressee, on each of 500 
copies, painted in by hand in the 
same script as that used for the 
title of the firm. 


Directory Of Models 
Launched 


Model, a directory of fashion 
and other models, was launched 
by Model Publishing Co. at a 
party in London recently. The 
book, which is to be issued 
annually, contains a wide selec- 
tion of photographs of models 
(inserted at so much per page) 
and the first issue is to be 
distributed, mostly free, to model 
houses, and others who employ 
models. 

Mrs. Phyllis East is responsible 
for advertisements, and Mr. 
Leslie Kark is editor 


The Postscript, the house organ 
of the Yorkshire Conservative 
Newspaper Company Ltd.. cele- 
brates its coming-of-age with the 
April issue 


In the store trade, sales appeal 
is largely provided by the mer- 
chandise itself. Packaging should 
therefore be in the nature of a 
container of functional design 
and materials, suitable for getting 
the merchandise to the counter 
in good condition 

This was one of 
made by Mr. E. H. Dickens, 
packaging adviser to Marks & 
Spencer Ltd., and vice-chairman, 
Institute of Packaging, in a talk 
to the British Sales Promotion 
Association 

Representatives of the packag- 
ing manufacturers must be con 


the points 


Stewart Skingle Ltd. 
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Holding one of the marionettes is 
Mrs. Robert Brandon, Also in 
the picture are A. G. Coaten, M. 
Schweisguth and Robert Brandon. 


ADVERTISING MAN 
WINS CASKET 


Mr. A. G. Coaten, ad¥ertising 
manager, British Tabulating 
Machine Co., Ltd., was the guest 
of honour at a private luncheon 
arranged by Mr. and Mrs. Robert 
Brandon, of Robert Brandon & 
Partners Ltd., recently, when 
Mr. Coaten was presented with a 
casket containing goods made at 
Lyons, France 

British businessmen who had 
shown interest in the Lyons Inter- 
national Fair, which opened on 
Saturday, were allotted numbers, 
and from these a draw was made. 
As a result Mr. Coaten received, 
from M. B. Schweisguth, com- 
mercial attaché at the French 
Embassy, a hand-made walnut 
casket containing hand-printed 
books, wine, silks, a sausage and 
marionettes 

Mr. Coaten and Mr. Brandon 
are both members of the Publi- 
city Club of London. 


Scots . Furnishers’ 
Export Group 


Leading Scottish furniture 
firms have formed a new com- 
pany, Scottish Furniture Manu- 
facturers Ltd. the object of 
which is to promote export, 
undertake market research, com- 
mission designers, and allocate 
manufacture of furniture to in- 
dividual firms 

Preliminary survey of prospec- 
tive markets in the US. and 
Canada has been carried out. 


Packaging S Should Be Functional 


sulted when the production of an 
article was planned, he stressed. 
Remembering that a good pack 
was ultimately sales-stimulating, 
it should be built for the job, 
functionally sound, and econ- 
omically produced 

While Mr. Dickens believed 
that British packaging, at its best. 
was second to none, he thought 
that, too frequently, price was 
considered rather than cost, with 
the result that losses were in- 
curred through the soiling of 
merchandise, longer time in stock 
taking. and handling at point of 
sale. 
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moon! fea 
He’s due to hook for the Old Boys at three but he'll finish the “ Post” in the train so that 
his wife can read it after lunch. The “ Post” is an essential part of the background of the 


young Midland business man. Someday he’ll be a key executive or on the Board—may be 


in the Council as well. He trusts our news and respects our views, and he accepts the 


advertisements as reliable—like the paper. 


To cover the Midlands first cover Birmingham 


The Birmingham Post 


Morning Daily Member of A.B.C. 


Birmingham Mail Birmingham Weekly Post 
Evening Daily The Family Journal 


NEW STREET, BIRMINGHAM 2 London Office: 88 FLEET STREET, E.C.4 
Branches at Blackheath, Bromsgrove, Coventry, Dudley, Kidderminster, Leamington Spa, Redditch, Tamworth, Walsall and Wolverhampton 
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ADVERTISING, journalism, 
and municipal affairs have 
all benefited from the public 
spirit of Ernest Osborn, 
general manager, and now direc- 
tor, of Yorkshire Conservative 
Newspapers Ltd., publishers of 
the Yorkshire Post and the York- 
shire Evening Post. 

The Publicity Club of Leeds 
has especial reason to feel grate- 
ful to him. A founder member, 
he has been secretary, treasurer, 
chairman, vice-president, and 
president, and has always shown 
a keen interest in the use of pub- 
licity for the benefit of his native 
city of Leeds. He was also a 
founder member of the Leeds 
Development Committee. 

In 1942 he was elected to the 
City Council, and was one of 
those who retained their seats in 
1945, though he has now retired 
from the Council. Leeds youth 
organisations still receive his 
vigorous support. 

Osborn joined the staff of the 
Yorkshire Evening Post in 1901. 
He was appointed assistant general 
manager in 1922, joint general 
manager, with E. H. Tillett, in 
1928, and general manager when 


Mainly Personal— 


By CONTACT 


Tillett retired in 1946. He has 
been president of the Yorkshire 
Newspaper Society and of the 
Yorkshire Joint Auxiliaries to the 
Printers’ Pension Corporation. 


oe. 

HOW MUCH patience does the 
average space man—or woman— 
need? Betty van Gene, who 
shares the vicissitudes of space 
selling on Future with Pat 
Lawrence, has been telling me of 
some of her experiences, which 
serve to show that outdoor repre- 
sentatives must have not only 
staying power but also a little of 
the Piddingtons in their make-up. 
In one instance she spent the best 
part of three years in bringing an 
important order to fruition! 

Of course, she hasn't had to 
wait that length of time for all 
her bookings! Neither has Pat 
Lawrence, who has been with this 
periodical since the first issue in 
1946. But he too has had to put 
in a lot of patient slogging to 
achieve his notable record. He 
considers that the most hectic 
period of his career was in early 
1948 when Adprint Lid.. who 
produce Future, were responsible 
for the rush issue of 290,000 


For over 33 years THE UNIVERSE has shown 
a rising sales figure. This rise expresses the con- 
fidence of a satisfied readership, and gives in- 
comparable results for all advertising. 


PRESENT SALES EXCEED 


231,000 copies weEKLy 


Buy ae 


ard. be satisfied 


QUALITY - QUANTITY 
at 40/- per s.c. inch 


No national appropriation is complete without 


The Universe 


FIELD HOUSE. BREAMS BUILDINGS - LONDON EC4 


RESULTS 


Betty van Gene 


* 


Pat Lawrence 


copies of the Olympic Games 
Souvenir Programme, Advertise- 
ment space to the tune of £40,000 
had to be filled in four weeks— 
and was! 

Before joining Future, Betty 
was with Argus Press for five 
years. She began her career on 
the Sketch with Illustrated News- 
papers, where her chief was 
General Campbell, who startled 
Fleet Stréet by employing young 
women on space selling. Pat 
went to Future after a wartime 
career in the Navy which took 


him .into the anti-submarine 
service in Far Eastern waters. 
Before the war he was with 


Aubrey W. Hammond & Co., 
advertisement contractors to the 
Stationery Office 


eS &.@ 


ONE OF those busy young men 
of advertising who seems to man- 
age to find time for what, to 
ordinary morta:s, would be other 
whole-time jobs, is Bertram J. G. 
Duffield. Though a successful 
media representative with his 
“Space Sales™ organisation, he 
still manages to carry the burden 
of hon. secretaryship of the 
Regent Advertising Club, and is 
now chairman of.the National 
Amateur Cycle Speedway Asso- 
ciation. This is a most worthy 
effort to meet the youngsters 
many of them “under-privileged” 
on their own ground, and to 
help them in the new sport that 
they themselves created on the 
bomb sites of England. The aim 
is to organise and regulate it, 
foster the friendly rivalry between 
teams, and generally to turn 
what might have been just wild 
escapades into a school of good 


| citizenship and behaviour 


The movement is being spon- 
sored by the News Chronicle and 
Duffield estimates there must now 
be something like twenty to thirty 
thousand riders, mostly with real 
bicycles in place of the ram- 
shackle patched-up old irons the 
boys used to play with on the 
sites. Bertram recently gave a 
couple of talks about it on the 


air. 
a 

TO HAVE WORKED for three 
separate periods on the same 
journal, served in both world 
wars, and been commissioned ‘n 
the Army, Air Force and Navy. 
is the not unremarkable record of 
Reg. Quye, Homes and Gardens 
ad, rep., whom I am glad to see 
back on the job after a bout of 
pleurisy and pneumonia. 

Reg's first spell with Homes 
and Gardens was after world 


war one (in which he was in the 
Army). Then he went to Odhams, 
with Passing Show, John Bull 
and Ideal Homes; set up his own 
business of mail order and pub- 
lishing; and returned to Homes 
and Gardens before going on to 

new sixpenny monthly, 
Modern Home. 

In 1939, “full of beer and 
patriotism” (his words!) he 
joined the R.A.F.V.R., moved in 
1942 to the R.A.F. Regiment, and 
then responded to an Admiralty 
call for experienced officer 
volunteers. The war over, he 
returned to Newnes on the 
Strand, on the demise of which 
he moved back for the third time 
to Homes and Gardens. 

An all-England rifle shot, Reg. 
with his colleague H. W. Hunt, 
founded Newnes's rifle club and 
was its first captain. The eldest 
of his three boys, Gerry, is on the 
advertisement side of Kemsley's 
Sporting Chronicle, and the 
youngest, Derek, is in the Daily 
Mail competition department. 


* 8 


ONE WHO has been flag-wag- 
ging at soccer matches for nine 
years is Ted Rous of W. H. 
Smith's publicity department. At 
the end of this season he gets 
his biggest match to date, when 
he referees the Army Cadets 
County of London Final at 
Fulham's ground, Still on the 
right side of thirty, he is on the 
books of the Spartan League and 
the Athenian League (Reserve). 
In the near future he hopes to 
become an official linesman for 
the Football Combination. 

Between his work at Smith's 
and officiating at football 
matches, Ted becomes Staff- 
sergeant Rous of the 4th Para- 
chute Field Ambulance T.A. 
“Parachute jumping keeps me 
fit,” he says. 


WEEKS WISECRACK 


“It’s no use your entering 
for the Johnson’s Wax 
Competition, my dear— 
you couldn't say anything 
in 25 words or less.” 
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(T’S RATHER SAD. You know nothing (or very little) 
about a lot we do. You know nothing of a wide 
unending stream of important home-market 
advertisements for which we at Everetts are 
responsible. 

And the reason is simple. You don’t see them! 

You see a good many national daily and Sunday 
newspapers. You see a good many of the weeklies 
and monthlies which cater for the general public. 
And in them you see the advertisements we 
produce for people like Bob Martin’s, Boots, 
Rothmans, Civil Defence, Lilley & Skinner, 
Dorville, Chubb, Revelation, W.B. Youthlines. 


You 


don’t see them... 


But you don’t see our advertisements for 


Everetts 


ADVERTISER'S WEEKLY 


Duresco Paints — unless you're somehow con- 
nected with architecture or building. For 
I.C.I, Agricultural Division — unless you're 
connected with farming or stockbreeding. For 
L.C.I. Metals Division or for Imperial Smelting 
Corporation — unless you’re connected with the 
huge fields of engineering or manufacture which 
need non-ferrous metals or their derivatives. 

Why not consult us about the best means of 
selling the product with which you are con- 
cerned, however specialised its market — or 
however general? Two very different techniques 
of advertising are involved, but we’ve had a vast 
experience of both! 


A GOOD AGENCY BY ALL ACCOUNTS 


Everetts are responsible for the advertising of: ACCURIST WATCHES; BOB MARTINS PRODUCTS; 
BOOTS PURE DRUG CO. LTD. (National and Medical Press); CABLE MAKERS ASSOCIATION; 
CHUBB SAFES AND LOCKS; C.O.1. (CIVIL DEFENCE); COUNCIL OF INDUSTRIAL DESIGN; DORVILLE 
CLOTHES; DURESCO PAINTS; FERRANTI RADIO AND TELEVISION ; GENERAL SERVICES LTD.; ILPORD 
FILMS; IMPERIAL CHEMICAL INDUSTRIES LTD. METALS AND FERTILIZERS; IMPERIAL SMELTING 
CORPORATION (SALES) LTD.; KARDOMAH COPPEE AND TEA; LILLEY AND SKINNER SHOES; MANN 
CROSSMAN & PAULIN LTD. BEERS; MORTON SUNDOUR FABRICS; REVELATION SUITCASES; ROTHMAN 


CIGARETTES; THE BRITISH DRUG HOUSES; W.B. CORSETS; ZINC DEVELOPMENT ASSOCIATION, etc. 


EVERETTS ADVERTISING. LTD + 10 HERTFORD STREET + LONDON WI + GROSVENOR 3477 
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Croydon 
Cimes 


ex HIGH ST., CROYDON 


A 


CT 


AND YOU WILL BE 
RIGHT 


if you advertise in the 


NATIONAL NEWSAGENT 
Bookseller, Stationer 


@ The only independent retailers’ 
journal. 

@ The only S-figure net sale 
journal. 


» Rate Card, ete. 
from 


107 Fleet St. London, E.C.4 
Tel; CENeral 2884, 4439, 6492 


| the turnover of 


| Evening 
| million 


Advertising 


Last year, for the first time. 
the Yorkshire 
Conservative Newspaper Co. 
(Yorkshire Post and Yorkshire 
Post) exceeded £1 


At the recent annual meeting 
of the company the hon. Rupert 
E. Beckett, retiring chairman, 
said the increase was due to 
higher revenue from publication 
and advertising. 

The daily net sale of the York- 
shire Evening Post for 1949 was 
a new record in the history of 
the paper 

A much greater demand for 
advertising space than it Was pos- 
sible to meet in either of the 
newspapers continued, but this 
position was gradually improving 
as the printing of more pages was 


B.A.LE. EXHIBITION 


A one-day exhibition of cur- 
rent house journals, arranged by 
the British Association of Indus- 
trial Editors, will be held in the 
council room of the Federation 
of British Industries, 21 Tothill 
Street, London, on May 4. 


AFTER BUSINESS HOURS 


REPRESENTING THE 
LEADING GROUP OF 
ARTISTS FOR INDUSTRY 


ASTRAL ARTS GROUP LIMITED 


245, Vauxhall Bridge Road, London, 8.W.1. Tel. : Vie. 5303/6 


The Mills & Rockleys' region - 


For « poster advertising 
campaign in any of the areas 
shown on this map consult 
Mills & Rockleys. 


Single sites, special displays 


- or complete coverage for long 


MILLS & ROCKLEYS LTD. 
QUEENS RD., COVENTRY 


Pasa wittan” ABTOTYPE #4 cours 
v1 Jam 


bees, costly tome 
A frequent itenerary weil be sent to you 
. om request 

ROOSTER PUBLICITY LTO PETERBOROUGH 


Photographic Enlargements 
tn all sizes up to 80 sq. ft. in one piece 


The Autotype Co. itd. Brownlow Ad. 
London, W.13 "Phone : EALing 269! 


Apri 27, 1950 


Record Turnover And Sales, More 


permitted. One satisfactory fea- 
ture of the Yorkshire Post adver- 
tising had been the increase in 
prospectuses and company reports. 
A dividend was declared of £2 
per ordinary snare, plus a special 
bonus of 10s., less income tax 


British “Stopper” At 
New York Show 


A newly produced advertising 
device was seen at the Hercules 
stand at the British Automobile 
and Motor Cycle Show. It was 
capable of telling New York, in 
moving lighted lettering, the 100- 
year story of the British cycle in 
100 seconds. - 

It looked like a television set, 
and had illuminated cycle pictures 
intermixed in the sales story. 

An_ official of The Hercules 
Cycle & Motor Co., Ltd., said 
“It was designed to cause the 
New York public to stop long 
enough at our stand to make 
them buy a British bicycle, and 
thus earn dollars for Britain.” 

The Show, which opened at the 
Grand Central Palace, New York, 
closed last Sunday after being 
open a week. 


“The Holly And The Ivy” 


(Lyric Theatre, Hammersmith) 


Is a clergyman so far removed 
from ordinary people that even 
his own children cannot talk to 
him freely? Does his calling 
make it necessary for them to 
hide their sins for fear of offend- 
ing against his religion? And 
what of the clergyman who finds 
himself thus treated? 

Wynyard Browne has taken 
such a situation, and risen to it 
magnificently. He has written a 
play which does not baulk at 
crossing the most awkward 
fences, and by sheer ability ar- 
rives at its logical ending. But 
this play is not merely a vehicle 
for argument. It has a good plot, 


some wonderful character draw- 
ing, some fairly deep commen- 
taries on life, and some good 
humour. 

With this material director 
Frith Banbury could not go far 
wrong. He presents Herbert 
Lomas, playing the central 
character, in a role unlovely, 
pedantic, but thoroughly under- 
standable. Of the three children, 
Jenny, played by Jane Baxter, has 
the longest but the most placid 
part; Daphne Arthur, as the 
tempestuous daughter, shares 
with Herbert Lomas the critical 
scene, and comes well out of it. 


Starring 


rey — Invite ADVERTISING AGENTS 


who are interested in mutual National Tie-ups 
with a film that has a title in a million: 


“CHEAPER BY THE DOZEN * 


CLIFTON (BELVEDERE) WEBB 

Myrna Loy . 

The wonderful story of a great big happy family 
Released June 26th 


To Write Exploitation Manager -—Twentieth Century Fox Film Co. Ltd. 
Twentieth Century House, Soho Square, W.! 


Jeanne Crain 
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IRELAND’S LEADING PICTURE MONTHLY 
AND IRISH FILM TRADE REVIEW 


NOW PRICE 4d. 


Monthly Fascinating Features include : 


“LONG SHOTS AND CLOSE-UPS” “FROM THE FEMININE ANGLE” 
“MUSIC FROM THE MOVIES” “PERSONALITY NOTES” 
“IRISH FILM TRADE REVIEW” “PEN PAL’S CORNER” 
ANSWERS TO CORRESPONDENCE 
Published Monthly by 
MOVIE NEWS Ltd. <- 33 Upper O’Connell Street ° Dublin 


* 


Read and 


RE-READ in 
up to 80,000 IRISH HOMES 


STANDARD 


Catholic lreland’s National Weekly all regular purchasers of 
branded goods for private and domestic use. No campaign is complete which 


passes by this nation-wide army of the middle and upper income groups. 


*% London Office *% Head Office: 
E. J. WILLS STANDARD HOUSE 
118 FLEET STREET, E.C4 PEARSE STREET, DUBLIN 
CENT. 2715 Phone: DUBLIN 7731678 
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And what does it take to keep us busy ? 
A large volume of business, of course — 
but on our part it takes consistently 

good work, founded solidly upon 
organisation and experience. 

For organisation we have over fifty adver- 
tising men and women in Dublin and London. 


For experience . . . we have 34 years behind us. 


Any established firm, whether it is manufacturing 
a new product for home or export markets, 

or planning an area campaign for an established 
line, will naturally look for a really exper- 
ienced, well-established agency. 

In Dublin and London McConnell’s are at 
your service. Ask our advice, and in these corre- 


lated markets we believe you can't do better. 


xx*«rk 


Some of the well- 
known accounts 
whose advertising 


we conduct 


Albright & Wilson (I.) Led. (Calgonite & Bextartar). 
Bayer Aspirin. Berger Paints. Brown & Polson 
Cornflour, Cornflakes. Butlin's Mosney Holiday 
Camp. Chef Sauce, etc. Crosse & Blackwell 
Canned Foods. Cuticura Products. H.M.V. Radio, 
Records. Jacob's Biscuits. Jeyes Fluid. Lucas 
Batteries. Mackintosh's Toffee. Macleans Peroxide 
Toothpaste & Stomach Powder. Mansion Polish. 
Nivea Creme. Nugget Polish. Rowntree’s 
Chocolates. Shell Petrol & Oil. Wincarnis. 


McConnell’s Advertising Service Lid. 


INCORPORATED PRACTITIONERS §*N ADVERTISING 


FOUNDER & MANAGING DIRECTOR : C. E. McCONNELL, F.I.P.A. 


Publicity House, Pearse Street, Dublin. 
*Phone : 73141/3. 
Wires : Adcraft, Dublin. 


St. Stephen's House, Westminster, London, $.W.1. 
"Phone : WHI, 5081/3. 
Wires : Adcroft, Parl, London. 


LONDON DIRECTOR : R. P. DURCAN, A.LP.A. 
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The Irish Republic’s biggest 


shop window 


HILE many Irish — and 

other—manufacturers and 
distributors have yet to be fully 
convinced of the value of special 
local exhibitions as a marketing 
aid there is little doubt that 
most firms selling in Ireland 
are fully cognisant of the value 
of the Royal Dublin Society's 
two shows each year. 

The first of these—the Spring 
Show, which opens on May 2— 
was originally devoted mainly to 
agriculture, but in recent years 
the growth of industrialism in 
the country has led to an exten- 
sive development of the manu- 
factured goods exhibition side of 
the event, without in any way 
lessening the importance of the 
live-stock exhibits. Covering a 
very large acreage at Ballsbridge 

a 2d. bus ride from the centre 
of Dublin—the Royal Dublin 
Society has a number of fine per- 


manent buildings specially de- 
signed for exhibition purposes, 
together with a series of open 
show-rings; the grounds are 
reputedly the largest show and 
exhibition grounds in _ these 
islands. 

The origins of the Society are 
interesting; it was founded in 
1731 and incorporated as the 
Royal Dublin Society nineteen 
years later—thus this year, and 
in fact this month, sees the 200th 
anniversary of its Charter. It is 
the oldest society of its kind in 
these islands and concerns itself 
not only with agriculture and 
industry, but also with the en- 
couragement and development of 
science and art. With a basic 
membership of several thousands, 
the Spring Show and the August 
Horse Show-—-which invariably 
includes many entries from other 
countries—attracts hundreds of 
thousands of visitors, not only 
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Many Irish distributors have yet to be fully convinced of the 
value of local exhibitions. But most firms take advantage of 


the facilities offered to industry and agriculture at the 
Dublin Society's shows. 


from Ireland, to the grounds. 
Although the Society's history 
on its present site goes back only 
about thirty years, considerable 
vision was shown in its develop- 
ment, and the fine Main Hall at 
Ballsbridge is an excelient display 
centre where many leading firms 
hold their regular sites from year 


to year. Supplementing this are 
the annexes and the more 
recently built Irish Industries 


Hall, together with an extensive 
Machinery Paddock for the dis- 
play of agricultural and other 
machinery and equipment of the 
heavier type. 

To-day it is virtually impossible 
for a newcomer to secure even 
small exhibition space, and there 
is a long list of firms and 
organisations waiting to secure 
stands should one fall vacant. 
Strict control has been maintained 
by the Society's officers on the 
type of exhibits acceptable and 


Photo by courtesy “Irish Independent” 


was originally devoted mainly to 


of i 
agriculture, but in recent years the growth of a to extensive Tnetinannt of the manu- 


in hall at a show at Balisbridge, where 
designed for exhibition purposes. 


oyal 


this has resulted in a very high 
standard--the Spring and Horse 
Shows have now such an estab- 
lished place in Irish life as “shop 
windows” that this control is 
essential to keep up the prestige 
which has been established. 

In recent years there has been 
a trend towards improved design 
in the stands, with a good deal 
of attention paid on the part of 
progressive manufacturers  to- 
wards novelty in design. There 
is, however, still room for im- 
provement along this line, and 
a necessity for breaking away 
from the old-fashioned exhibition 
stand design. Much of the work 
done by Irish display artists for 
recemt Shows has been excellent, 
but there appears to be a reluct- 
ance on the part of some firms 
to spend money on providing a 
really attractive 
though it must have been obvious 
to them at past Shows which 


stands attracted the biggest 
crowds. 

Business turnover from the 
Shows has been increasing 


rapidly during the past few years, 
and there is the certainty that 
there is no similar opportunity in 
Ireland for concentrating such a 
large mass of potential customers. 
The farming community invari- 
ably spend several days at Balls- 
bridge, both in Spring and in 
August, and Dubliners have 
accepted the tradition of these 
Shows in such a way that a visit 
to them is a “must” for virtually 
every income and wage group— 
admission prices are varied on 
different days to ensure complete 
coverage ‘of the community 

The Society has demonstrated 
that agriculture and industry can 
be satisfactorily “married” for 
exhibition purposes and thereby 
rovide the biggest shop window 
reland can offer. 


ON OTHER PAGES— 
Flourishing Anglo-trish 
a, «se 
What Ireland Is Buying - 
The Rural Market - = - 


swcwe 


display — al-? 


OO Nt ttt tt 


ES eee 


—- 


Se ae 


> 


. 


———_— 


o> OO ee, ee re D ’ - abl i. ae oS AS ee a Te, ~— . j 
“* eee - 
i es ; ee 
[ 
2 ie? 
2 4 
“3 Pe . 
| es 
. : 
= 
a 
{ Po : 
7 
“s a 
“4 . 
' ee 
of ie 
wal 
a 
aT) Reece “s Pe 
y Ae) ah 2 hae, aes - _ : o> 1 > em il . sig 
bay ES = in Bay | a 
soe. Sa* 1% $a 4 " 5 - . ’ p4 x om .*; 
em : sgt! TORRE plge. 2 Tor re A ey wie oi 
St | ¥ rite Some, ~ea - } ig . 
.—-~ Lect ; E < pe . | se - ; a : “nt f > 
Pe rf - ") at ." I ' aad So 
t i er ree a ss a -* Y Bae ‘ * “ at = 
See ge pe SS ae a f 
r Sy a ail UCT rere ————— tie Vey e%, ; ee: - oa i 4 2 . ; A 
toi ; 43 5 tt . 5 at “Shae on 
ice > “4 + ’ * 2 A 3 é. ‘ef +e + , — ; 4 
abe oi. °* Cen ae Ske any PE wad bef ’ 
SS Se £ ‘i ; . 
— shy eo i af By > a ; 
or vt re Ee i fe A ¢ r 2 
gi , ‘ it, mes : 
; ieee Me cer) As | 
2 .. ae ~~ ve ‘ ’ 4, ee 
F 5 a + va 3 : a Ree 4 .) 
a . a, ; a7 ‘ 7 
=H a; : yy . ae op eel i”. . 
: “ts ¥ - v7 : . 
. th & 1s r “BA? & 4 4 . de Be {it ; 
¥: a 5 i. ~ ‘ ; | 4 > ‘ “ft i a Sy: +t ba 2 
. = Ey Wore} le” a | 
“i 3 ‘ pes a . ~ ; 4 - ! ee ey a 
_ \y ee A | een — es q 
t ’ i en ; o joey 
. P -, Q ~~ oe. , A j P 2c ig 
: ; on _—_ ot, ¥ fe 7 { xs . Of 
. Ae | * LS ; a on 7? oar\ 3 
; ié a » Aaa 8 a * : ‘- Ireland’s Industry - - “ 
- ee How Market Research Aids ag 
4 Selling - - - 7 8 ‘Se 
ae The Irish Press - - 12 Sy, 
aa factured goods section. rowds seen here are thronging the mai | zs 7 
the Society has a number of fine, permanent buildings speciall Pe nt nr rot ve Nwe ES ‘ 
- 
Rae aid “ SRR A a | of 
RS ee ra ed + ‘tan c 7 4 ee ee eh a. age wt PER canst : 


i 


HE Republic of Ireland, 

with a population of approxi- 
mately three millions, was 
Britain’s fifth largest export 
market in 1949. According to 
the British trade returns, exports 
to the Republic amounted last 
year to £764 millions and were 
exceeded in value only by exports 
to Australia, to the Union of 
South Africa, India and Canada. 

Last year the U.S. took less 
than three-quarters of the amount 
of Ireland's purchases from the 
United Kingdom, Another strik- 
ing fact is that Ireland is one of 
the few countries with which 
Britain had a favourable balance 
of trade, her exports to the 
Republic exceeding imports there- 


rom by £32 millions, while 
ritain’s entrepdt trade catered for 
he Irish market to the extent of 
3,153,000 by way of re-exports. 


* * * 


THIS PACTUAL introduction is 
tended to illustrate the import- 
nce of the Irish market to 
ritish manufacturers and traders 
nd, in so doing, to stress the 


DISTRIBUTION OF 


POPULATION 
Total popula- 
tion 2,953,452 


Femsic pepe 

lation sae 1,459,068 

CITIES AND TOWNS 
(over 10,000) 


Dublin Co, Bor- 


506,635 
Dun Laoghaire : 

Borough 44,689 - 

ork Co. Bor- : 

ough 75,361 
Limerick Co, Bor- 

ough 7 42,987 
Waterford Co. 

Borough 28,332 
Galway 20,437 
Dundalk 18.546 
Drogheda 15,709 
Sligo 12,906 
Wexford 12,308 
Bray 11,076 
Kilkenny 10,289 
Total living in 

cities and towns 

of over 10,000 

inhabitants . 799,275 
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FLOURISHING ANGLO-IRISH TRADE: 
Opportunity for wise statesmanship 


By C. E. McCONNELL, F.I.P.A., Managing Director, 


McConnell’s Advertising Service Ltd., Dublin and London 


need for close attention by ad- 
vertisers to the proper media for 
exploiting that market. Ireland's 
national income, it should be 
remembered, is steadily increas- 
ing——the present figure is about 
£330 to £350 millions—but is still 
low on a per capita basis com- 
pared with other predominantly 
agricultural countries such, for 
instance, as Denmark. There is, 
consequently, scope for further 
expansion in the country’s ab- 
sorptive capacity so far as indus- 
tria] goods, imported as well as 
home produced, are concerned 

One is all the more inclined 
to make this claim in that Irish 
political leaders have, in recent 
years, been showing increased 
awareness of the undoubted econ- 
omic possibilities of a country 
which, in the past, has suffered 
from chronic under-investment 
and which, largely due to this, 
occupies to-day the anomalous 
position of being, on a popula- 
tion basis, one of the richest 
countries in the world in terms 
of external assets and, at the 
same time, one of the largest 
exporters of human stock. The 
external assets, almost entirely in 
sterling, are estimated at £400 
millions. 

Ireland's statesmen and econ- 
omic thinkers aré emphatic that 
this position should be remedied 
by utilising the nation’s wealth 
to increase the nation's produc- 
tivity, and they are agreed that, 
to this end, a proportion of the 
vast sterling assets should, so far 
as is practicable, be repatriated. 
Such a policy would naturally 
find expression in increased im- 
ports of plant and machinery, in 
particular, and it is thus a safe 
inference that in the years ahead 
British manufacturers of capital 
goods will find the Republic of 
Ireland an ever-growing outlet 
for their products. On the other 
hand, as Mr. Morrissey, Minister 
for Industry and Commerce has 
repeatedly stressed, the Irish 
Government confidently looks 
forward to a steady expansion in 
exports of Irish industrial pro- 
ducts. 


* * * 


Tue Barrish trade statistics for 
the past year return exports of 
machinery to the Irish Republic 
at £7,559,646, exports of iron 
and steel and steel manufactures 


, 


at £4,650,280 and those of elec- 
trical goods at £2,396,985. It is, 
perhaps, in such lines that lie 
the best prospects of increasing 
British exports to Ireland, But 
there should also be good oppor- 
tunities in many other directions, 
thanks to the steady growth in 
agricultural income and the like- 
lihood of a continuance of the 
uptrend under the stimulus of 
farming improvement schemes, 
boldly conceived, but perhaps not 
always executed as vigorously as 
might be desired. 

The best way to illustrate the 
possibilities is to quote from 
recent figures of Britain's actual 
exports to the Republic. The 
main categories of British exports 
to Ireland, apart from those 
mentioned above, were as follows 
in 1949: 

Vehicles (including  loco- 
motives, ships and aircraft) 
£8,339,726; coal £5,705,154; 
woollen and worsted yarns 
£4,556,412; chemicals, drugs, 
etc., £3,153,174; apparel 
£2,321,607; pottery, glass, etc., 
£2,183,011 and paper, card- 
board, etc., £1 406,143. 

All in all, Britain last year 
supplied 55 per cent of the 
Republic’s total imports, and the 
proportion would no doubt have 
been still higher if Britain had 
been able to meet more fully 
Ireland's needs for industrial 
goods and materials (ranking 
high among these being coal, 
which lately has had to be 
imported from the Continent). 

The Irish Republic, for her part, 
has exerted herself to fulfil the 
promise of the Anglo-Irish Trade 
Agreement of 1948 and has, 
during the past year, largely in- 
creased her shipments of live- 
stock and other agricultural pro- 
ducts to the British market 
Again, according to the British 
trade returns, the U.K.'s imports 
from the Republic jumped last 
year from £43,.334472 to 
£55,386,782, the principal cate- 
gories being livestock £18,170,255; 
dairy produce £7,431,286; stout, 
beer, ale and other beverages 
£7,102.266; meat £5,375,234 and 
“animals not for food” 
£5,971,841, 

The shipments of agricultural 
products are capable of further 
considerable expansion, in the 
opinion of the Irish Government, 
and Mr. Dillon, the Minister of 
Agriculture, expressed the Irish 


view when he said that the 
Republic would prefer to supply, 
even at a slightly lower figure, 
an old and valued customer like 
Britain, because it provided a 
long-term market. 

Though Ireland is predomin- 
antly an agricultural country and 
agriculture supports the greater 
proportion of the population, 
energetic steps have been taken 
in the past couple of decades to 
establish a better balance in the 
national economy by fostering 
the development of industries. 


* * * 


RECOGNISING that a measure of 
protection was necessary to 
enable new industries to gain a 
sound footing in an industrially 
backward country, successive 
Governments have shielded local 
enterprise from foreign competi- 
tion by the imposition of customs 
duties or quantitative restriction 
of imports and have provided 
financial assistance to industries 
through the medium of the Indus- 
trial Credit Company or by means 
of guaranteed loans under the 
Trade Loans (Guarantee) Acts. 

In the period up to the out- 
break of war in 1939, numerous 
new enterprises had been estab- 
lished throughout the country 
and many of the existing indus- 
tries had been expanded. Here 
is a list, from an official source, 
of either new or expanded in- 
dustries: 

Tanneries; boot and sho 
manufacture; wearing apparel; 
cotton piece goods; worsted 
cloth; hosiery; linen and cotton 
thread; jute spinning and weav- 
ing; floor coverings; rubber 
tubes, tyres and other rubber 
goods; flour-milling; sugar, 
cement; ropes and_ twines; 
aluminium and enamelled hol- 
loware; cutlery; nails; wires and 
screws; bolts and nuts; foundry 
products; metal furniture; 
electric lamps; dry batteries 
electric heaters; fires and 
radiators; electric wires and 
cables; sheet glass; pottery; 
paper; printing inks; whiting 
and plaster; bakelite products; 
vegetable oils and fats. 


* * * 


THE prooress of Irish industry 
is best indicated by comparison 
(Continued on page 28) 
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URING last year the 

Republi: of Ireland impor- 
ted goods to the value of 
£129,783,300, the greater part 
— £71,732,136's worth — being 
supplied by Great Britain. In 
the same period the country’s ex- 
ports totalled £58,946,349: again 
the greater part of the trade was 
with the United Kingdom, which 
purchased Irish goods valued at 
£45,466,016. 

Ireland always has been a 
substantial customer for British 
goods and although the country 
is rapidly developing its own in- 
dustrial potential it will continue 
to provide a worth-while market 
for a wide range of British goods. 
The annual report of the Central 
Statistics Office in Dublin pro- 
vides a good general idea of whai 
Ireland is buing at present. The 
general fooustufls group is not of 
major importance to Britain since 
Ireland is, of course, an agricul- 
tural country and a large exporter 


buying 


to the U.K. In general, the food- 
stuffs—cereals and the like—are 
imported from other countries 
and only specialities from Britain 
There is, however, a limited city 
market for specialities which 
would pay an individual firm to 
study. 

With a vast building campaign 
in progress there is a substantial 
market for sanitary ware, plumb- 
ing fitments and similar goods 
Last year imports under this 
heading were over £250,000. 
Ireland also needs a wide variety 
of iron and steel goods——not in- 
cluding machinery, which must 
be treated separately; here last 


year's urchases totalled 
£6.742,978. Some of the more 
“substantial imports in the group 
were: 
Iron and steel bars... £569,829 
Constructional iron 
and steel (fabri- 
cated) £381,163 
Tin plate £338,431 


Gas pipes and fittings £213,774 


A £130,000,000 market: What 


Wrought iron or steel 
pipes and fittings £304,273 

Gas heaters and 
cookers £244,250 
Tanks and cisterns... £295,765 
Tin plate containers £527,031 
From this it is clear that the 
bulk of the large expenditure was 
on materials for housing and 
other construction, and it should 
be remembered that the current 
programme in Ireland calls not 
only for houses but for a big 
increase in hospitalisation facili- 
ties. New hospitals, and sub- 
stantial extensions to existing 
buildings, have to be — 
and there is a growing need for 
hospital requisites which will in- 
crease within the next few years. 
Most of the tools for Ireland's 
building campaign and for its 
industries come from the UK., 
purchases last year being approxi- 
mately £2,000,000. The industria! 
expansion programme suffered a 
check during the war years, but 
now it is moving ahead again; 


Photo by courtesy 1.T.A 


Ireland has always been a substantial customer for Britis: goods. With imports already at the level of 
£130,000,000, there is still an unsatisfied demand for manufactures, and quays such as those at 
industrial development 


Waterford (above) are ready to receive products useful to the big 


now in progress. 


schemes 
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By MAXWELL SWEENEY 


older-established organisations 
are re-equipping and more new 
factories are being established. 
In the machinery and clectrical 
goods and apparatus group in 
1949 the purchases totalled 
£11,674,742, of which about 
£700,000 was spent on agricul- 
tural machinery. While on this 
section it should be noted that 
Irish housewives are becoming 


more machinery-conscious in the | 


home, and there is a substantial 
rise in the sale of domestic 
washing machines and refriger- 
ators: as in industry there is also 
a good deal of “re-tooling” in the 

rovision of new vacuum cleaners, 


velopment of this market will | 


result in quick returns. 


Locally-Built 
British Cars 


There is a substantial motor 
car assembly industry in lreland 
and most of the cars seen on the 
roads have been assembled in 


the country. This industry is one 7 


which has been encouraged by 
sthe government, and in most 
cases it is Britain's best-known 
cars (locally-built) which are to 
seen in use. Vehicles and 
arts (mostly parts. for even 
icycles are on Irish assembly 
lines) imported in 1949 totalled 
£9,903,908. 

The raw textiles section is one 
of considerable importance—and 
value—to the United Kinedom: 
it rose in value from £15,475,858 
in 1948 to £17,527,287 last year 
Some of the outstanding figures 
in this section are: 

Cotton yarn 

Other cottons , 

(approx.) £5,000.000 


£1,091,762 


Wool tops £1,150,589 
Woollen and worsted 

yarns £893,289 
Woollen and worsted 

tissues £2, 404,698 
Artificial silk woven 

tissues £2.032,025 


Cosmetics Sales 
Are Rising 


The wearing apparel industry 
is one which has been highly 
develoned, together with the boot 
and shoe trade. The import 
figures show a drop of about 
£2.000.000 in value between 1948 
and 1949. in the latter vear goods 
in the annarel claecs were valued 
at £3,956,.098. Silk or artificial 


(Continued on page 24) 
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Two big schemes will develop 


the rural market 


AJOR schemes which will 
bring direct benefit to the 
Republic's large rural com- 
munity are currently being 
operated by the Irish Govern- 
ment 
One is a bold land reclamation 
project which aims at bringing 
many new acres of land into 
cultivation, by providing equip- 
ment and subsidising farmers who 
are willing to take advantage of 
the scheme. Already thousands 
of farmers have applied for aid 
under this project and, with a 
commendable scissoring of red 
tape, the Minister for Agriculture 
(Mr. James Dillon) has the work 
under way in a number of areas; 
during 1950-51 £3,100,000 will be 
J spent on it. 
' The second scheme concerns 
rural electrification, which the 
}government is subsidising to the 
Sextent of £10,000,000-——half the 
Sestimated capital cost. Before 
the inauguration of this develop- 
ment only about 3 per cent of the 
rural community had electricity 
available. Up to the present time 
about £2,000,000 has been spent 
on rural electrification and the 
) Minister for Industry and Com- 
t merce (Mr. Daniel Morrissey) 
tstated in the Dail recently that 
S57 per cent of the dwellings in 
jthe areas to which current was 
palready available had been con- 
Pnected to the distribution net- 
b work. 


Drive To Increase 
Production 


Coupled with these develop- 
ments to raise living standards 
and productivity on farms there 
has n a determined drive 
which has met with satisfactory 
results—-to increase production in 
farm produce which yields a more 
rapid return. Pig, poultry and 
egg production is un very con 
siderably and this is putting 
spending money in the farmers’ 
pockets Pedigree stock is 
fetching better prices. too, and 
the annual Royal Dublin Society 
Show and Sale of Bulls provides 
1 useful barometer: total sales 
over the nast five years were as 
follows: 


1944 £53,680 
1947 £46 SHS 
1948 £56,288 
1949 £69 R83 
1950 £77,670 


The population of the Reoublic 
of Ireland is 


approximately 


3,000,000 and more than two- 
thirds of the people live in towns 
and rural communities of less than 
10,000 inhabitants. Despite the 
effective industrial campaign the 
basic industry of the country is 
agriculture, and when the agri- 
cultural community prospers the 
country is doing business. And 
there is no doubt that there is a 
bright outlook for the food 
producers. 


How Agricultural 
Output Rose 


Between 1938-39 and 1948 the 
gross output of the agricultural 
industry rose from £53,481,000 to 
£119,647,000, and even when 
allowance has been made for the 
purchase of animal feeding stuffs, 
fertilisers and seeds the net value 
in 1948 (the last year for which 
statistics are available) was 
£105,110,000, compared = with 
£44,783,000 in the year preceding 
the outbreak of World War Il 
Reporting these statistics the 
Central Statistics Office states that 
the estimated value of produce 
actually sold off farms in 1948 
was £87,450,000. Under present 
conditions there seems little doubt 
that the farmers’ incomes will 
continue to rise and, at the same 
time, there will be a continued 
improvement in their standard of 
living 


There has been a steady drift to 
the cities and towns, but the 
government is seeking to check 
this by the development of rural 
amenities—the rural clectrifica 
tion scheme is one of the stens 
taken in this direction—and there 
is a eeneral effort to encourage 
the decentralisation of industry 
Already there are a number of 
thriving industries being onerated 
in comnaratively small centres of 
population 

These develonments are clearly 
creatine demands for woods which 
the older farmers were prenared 
to 20 withaut The younger 
people are demandine more 
amenities, the farmers are buvine 
more machinerv. and there is a 
definite nrosnect of wider snend 
ine amone the whole rural com 
munitv. It mav not be a ranid 
movement for the farmers are 
traditionally conservative in their 
sanduct-in common with their 
fellows in virtally everv other 
het if thew can be con 
vinced of the snecific advantages 
of equipment and commodities 


country 


By EDWARD F. MacSWEENEY 
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Photo by courtesy of ** Irish Press ** 


Above: Threshing corn in County Kerry. The younger generation of 
farmers are insisting on machinery, and there is a big marketing 
prospect here. 

Below: The national ploughing championships at Bandon, County 
Cork. Rural communities take a keen interest in agricultural events 


saliei 


which have p for 


they will be prospective buyers. 
Advertising copy will need to 
be carefully considered and ad- 
dressed to this market, not only 
through the Irish dailies, but the 
provincial and local papers which 
hold the steady readership of the 
communities which they serve 
Agricultural shows throughout 
Ireland are numerous, and 
consideration should be given to 
their potentialities for establishing 
direct contact with the market 


blishing direct contact with the market. 


These events are always well- 
attended by both farmers and 
their families; some are small, 
others have more than just a 
county-wide significance. The 
ficld here has not been fully 
exploited, and with this market 
there is a lot of truth in the old 
saw “seeing is believing.” A well- 
devised mobile display or 16 mm. 
film show will always attract 
attention on the showground— 
and isn't that part of our job? 
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Drive to establish industry 
on a firm basis 


INCE 1921 when that 

portion of our country 

which is to-day known as 
the Republic of Ireland gained 
its political but not economic 
freedom, a continuous drive has 
been made to establish a strong 
and virile industrial arm to 
counterbalance agriculture in our 
national economy. 

That drive was hastened by the 
acceptance of the Fianna Fail 
policy by the electorate in 1932 
and, under the guidance of Mr. 
Sean Lemass as Minister for 
Industry and Commerce, the 
industrial expansion grew apace 
until the war started in 1939. 
During the war years Irish indus- 
trialists suffered from lack of 
supplies, mainly raw materials 
and new machinery, and gener- 
ally there was little development 


War Guaranteed 
Home Market 


But, if the war years deprived 
them of supplies, it did open to 
them a guaranteed home market, 
because external suppliers were 
so busy on war work that they 
no longer gave the Irish market 
the attention they had hitherto 
lavished upon it 

This gave the Irish manufac- 
turer an opportunity to consoli- 


date his position with the result 
that to-day Irish industry employs 
more workers than ever before 
and is producing goods both 
comparable and competitive in 
every respect with goods pro- 
duced elsewhere. 


People Prefer 
Imported Goods 


It is, however, accepted as a 
peculiar psychological fact that 
people prefer to buy imported 
goods if they are allowed to do 
so. This is particularly true of 
the Americans and the Irish. 
Because of this the native Irish 
manufacturer has been working 
against a strong prejudice for 
many years, a prejudice that is 
understandable if not excusable, 
a prejudice engendered in the 
public mind that the imported 
article is better than that pro- 
duced at home. 

One of his first actions as 
Minister for Industry and Com- 
merce by Mr. Daniel Morrissey 
was to inaugurate a campaign to 
convince the Irish buying public 
that, not alone were Irish goods 
as good as imported goods, but 
that it was good national business 
to buy them. Recently he has 
initiated a series of * advertise- 
ments in our daily and weekly 
newspapers to pulicise this cam- 


Power for industry. The construction above is part of the Electricity 
Supply Boord’s new generating scheme in Leixlip, County Kildare. 


By FRANK HUGH O'DONNELL, President, 
Federation of Irish Manufacturers, Ltd. 


paign, and, in every public 
appearance he has made for 
industrial and commercial organ- 
isations, he has stressed the 
necessity for carrying through 
that campaign energetically and 
consistently 

Every student of Irish history 
will appreciate the tremendous 
amount of work to be carried 
out by our industrialists before 
they can compensate for cen- 
turies of economic misrule but 
the progress of our industrial 
development has been such that, 
if possible, within another twenty 
years we will be fully equipped 
to meet our internal industrial 
demands as we are presently to 
meet our agricultural require- 
ments. 

Ireland's industries in the carly 
years of the century were mainly 
situated in the North but, because 
of an unnatural cleavage, our 
country to-day has had to build a 
completely new industrial arm in 
that portion known as the 
Republic of Ireland 

Our industry is, in the main 
manned and directed by young 
men but, though young in years, 
these men have courage and imag- 
ination and I have no misgiving 
about the industrial future of this 
portion of our country It is 
evident, too, that cach and every 
day there is more constant and 


The development of Irish industry 
development of electrical power, and the Electricity 
pursuing a vigorous development policy. 
turf-powered generating station. This is part 


recently c 


appreciative demand for Irish 
made goods by our own people 

The Irish manufacturer of to- 
day is doing a good job, he has 
equipped his factory with modern 
machinery, he has got intelligent 
workers, he is a natural salesman 
and he appreciates the value of 
design and finish in his products, 

Insh industry has come to stay, 
and the people of Ircland are 
beginning to appreciate its essen- 
tial value to our national 
economy as they now realise that 
it is the only possible solution to 
our emigration problem 

We are still a young nation 
and, as we have given evidence 
to the world through our poets, 
novelists and dramatists of our 
imaginative faculties, so too shall 
we harness those faculties to our 
industria) products and, thereby, 


give to our people and to the | 
world not alone articles of utility 


but articles of beauty and colour 


: RADIO REVIEW. 
- In the article on the Press of: 
: Ireland (page 12) the circula-: 
‘tion of “Radio Review” ts: 
: given as 48,800. The latest: 
: certified figure for this journal: 
‘enone Giso, ; 


to @ great extent 
y Boord 
The picture 


the drive to utilise turf from the Irish bogs for industrial purposes. 


Photos by courtesy of ** irish Preas,"* 
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N speaking of market research 

in Ireland, it is necessary from 
the outset to remember that the 
market in the Republic consists 
of just under 3 million people or 
647,372 families .. . and, at that, 
a market which is fairly sharply 
divided into urban and rural 
sections in the ratio of two to 
five. This division is somewhat 
sharper than in Britain, for 
instance, since outside the three 
cities of Dublin, Cork and 
Limerick and their immediate 
satelites, the characteristic of the 
rest of the country is typically 
rural, with all the qualities of 
conservatism and  parochialism 
that the term implies in a pre- 
dominantly agricultural country 

The limited size of the market 
has peculiar advantages and dis- 
advantages, Attitude and opinion 
surveys are comparatively casily 
made, since even as few as 200 
random interviews will give a 
reasonably accurate pointer to 
the feeling of the country as a 


whole These surveys can be 
quite economically made by 
postal questionnaire, since the 


PF number of mailings necessary to 
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ensure a sufficient return remains 
within reasonable limits-—-about 
3,000 on either a random or a 
selective basis has been found to 
a workable return on 
questions of fairly clear-cut 
issucs 

Another advantage of the com 
pact market is that in many 
instances it is quite possible for 
the Irish agencies to keep a pretty 
shrewd finger on the popular 
pulse by intelligent observation 
of trends and by close attention 
to the key distribution outlets 
Dublin itself offers such a large 
and homogeneous unit that it is 
comparatively easy to spot 
general trends that will also be 
applicable, in a slightly modified 
form, to the other two major 
Irish cities and, as I have said, 
the rest of the country may be 
broadly treated as another unit 
in which most of the larger 
agencies have “listening posts” 
which may be called on when 
neeessary 

The disadvantage of the small 
narket is that no one has yet 
found it economically feasible to 
naintain a full-scale research 
organ'sation \ few of the big 
gest agencies have a skeleton unit 
which occupies itself between 
assignments with the analysing 


produce 
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How market research aids 
selling in Ireland 


and classification of the official 
Statistics issued from time to 
time by the Irish Government. 
No one has yet found a way to 
make a continuing trend survey 
on any significant scale pay its 
way. 

Speaking for ourselves, we 
have a framework of part-time 
researchers covering the country 
on a population-sex-income basis, 
which can be called upon when- 
ever the need for a full-scale, 
accurate survey arises. But since 
the cost of this is high in relation 
to the run-of-the-mill advertising 
budget, it is only invoked on 
major issues 

The agency recently conducted 
a survey for its own information 
on this basis, to find out a num- 
ber of facts about the Radio 
Eireann sponsored programme 
audience. A thousand personal in- 
terviews were obtained through- 
out the country with a field staff 
of 20, and the results revealed a 
number of highly _ significant 
aspects of this field of publicity. 
But, at a cost of about Ss. per 
interview, it is obvious that only 
such broad and important ques- 
tions as this can justify such an 
expenditure. 

Some years ago a market re- 
search plan that yielded very 
interesting results was carried out 
An important British industry 
was proposing to establish a fac- 
tory in Ireland for its Irish trade, 


but the statistics * available 
through official sources were very 
inadequate, since there was no 
real break-down of imports in 
regard to the various types of 
products made by the firm. Our 
job was to ascertain as closely as 
possible the extent of the existing 
market for each of about six or 
eight quite distinct products and 
to provide a reasonable estimate 
of possible increased sales as a 
result of the factory being opened 
in Ireland, 

Since several different branches 
of trade were concerned the in- 
quiry had to be on a_ fairly 
extensive scale, and considering 
that we were greatly handicapped 
by the fact that the source and 
purpose of the inquiry had to be 
concealed the results were sur- 
prising. The important whole- 
sale firms were very helpful, but 
some sections of the retail trades 
came up with most valuable data. 

The inquiry, however, had to 
go a good deal beyond trade 
circles, and at an early stage it 
became apparent that there was 
either something wrong with the 
figures that were emerging or else 
the comparable official Govern- 
ment figures of imports were 
considerably out. 

A cross-check up on our 
figures seemed to establish their 


reasonable accuracy and _ the 
Government department was 
asked if it could help to 


aE 


Crowds thronged Dublin streets last month to see the Pageant of Irish 
industry which formed bart of the St. Patrick’s Day Celebrations. 


By DESMOND B. O’KENNEDY, 
Director, O’Kennedy-Brindley Ltd., Dublin 


explain the discrepancy. This 
they did in a very thorough way, 
all relevant documents in con- 
nection with imports over the 
period being re-examined. In 
the result it was found that 
certain allied classes of goods 
which had not been very accur- 
ately described on the manifest 
sheets were incorrectly classified 
or grouped in the official returns, 
and it was eventually agreed that 
our figures were correct to within 
a small margin. A remarkable 
tribute to the value of market 
research. 

Many important statistics are 
available from the Statistics 
Branch of the Department of 
Industry and Commerce relating 
to the distribution and composi- 
tion of the population, the 
national income and income 
groups, and trade movement in 
and out of the country. It will 
be found, however, that these 
Statistics are rather broad for 
accurate market survey work, 
and they have to be amplified 
and refined in various ways 
before they can be applied to 
specific problems, 

After the published statistics 
have been fully utilised, there 
stull remain large areas of the 
market which have not yet been 
fully researched and documented. 
A number of Irish agencies are 
tackling this job separately, but 
the process is necessarily rather 
slow, and it will be some time 
before the marketing files are as 
exhaustive as those in the US., 
for example. 

From the foregoing, I think it 
is fairly plain that the simplest 
way for a British agency or 
advertiser to obtain § market 
information on Ireland is to 


approach one of the Irish 
agencies which are active in 
research —that is, unless the 


information required is so simple 
that it is contained in the official] 
Statistics, which anyone can get 
from the Statistics Branch, as 
mentioned above. The answers 
to more complicated questions 
may not always be forthcoming 
by return, but they can be pre- 
pared more quickly, accurately 
and economically by the Irish 
agencies (particularly if field 
work is involved) than by any 
other means. And most of the 
research-conscious agencies will 
welcome such queries, since they 
will also enlarge the agencies’ 
own files 
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Our last ABC figure was 48,824 
nett sales weekly—a tidy circulation for Ireland. 
But since then Radio Review circulation has con- 


tinued its remarkable climb—and we are now 
selling over 70,000 copies a week! That’s why 
Radio Review has become a ‘ must’ for covering 
the Irish Market... at the still-unchanged rate of 
only £1 per s.c. inch. Yes, every week Radio 
Review goes into 70,000 Irish homes with money 
to spend...and stays in use throughout the 
week, like all radio papers. Check through any 


LONDON REP. - D. W. MAYES - 69 FLEET STREET * E.C4 


recent issue and see the experienced advertisers 
who are using RADIO REVIEW—and getting a 
100 °% bonus circulation, for the rate of £1 per inch 
was based on a 35,000 sale, and has not increased 
since. To get the best of the Irish market, you must 
use RADIO REVIEW, Ireland's national radio paper. 


RADIO REVIEW 
- still only Fs | per inch, 
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Mighty Fine! 


IN THE U.S.A. a net sale of 


275,000 per month for a quality 


magazine * established only one year 


would be rated “ Mighty Fine ’’ 


IN GREAT BRITAIN a net sale 


of 100,000 per month for a quality 


magazine f in its first year would 


be considered a “Good Show’! 


IN IRELAND where we have 


140 
million Americans nor (yet) 50 million Britons 


not (yet) 


but only 4 million Irish the monthly sales{ of 


SOCIAL“ PERSONAL 


Ireland’s Gayest Society Magazine 


are equivalent to : 


275,000 in the U.S.A. 


OR 


100,000 in GT. BRITAIN 
Think it over, Space Buyers ! 


The long life of “Social & Personal” ensures that at icast five readers sce 
each copy—iving a monthly readership of 40.000 
Larger page size (Type area mow 11 in. x 8 in.) 
No rate inctease—still £25 per page and pro rata 


Rates for two; three of four colours, on application 


For specimen copy write to: 
Managing Editor, 
Social & Personal 
3, Palace Street, DUBLIN 
(Telephone 70348) 


*Like “Social A Personal” ‘Such as “Social & Personal” 


tNow 8,000 and stil! rising 


The English salesman 


Aprit 27, 1950 


should not ape 
an Irish brogue 


ECAUSE 
language barrier 
Britain and Ireland it is fre- 
quently assumed that a success- 
ful salesman on English territory 


there is no 
between 


should be able to produce 
similar results in the Republic. 
Unfortunately, such does not 
always prove to be the case. An 
astute man who studies Ireland 
and the Irish—in addition to his 
English _territory—will make 
good, but the market is one 
which deserves special study and 
approach, 

First of all it must be realised 
that Ireland is, in fact, a foreign 
country; this statement is not 
made for its political implica- 
tions, but it definitely states the 
mind of the people. There are 
many misapprehensions about 
the Irish—-stagy Irishism is dying 
a rather slow death, and even the 
B.B.C. sometimes forgets itself. 
Remember that the Irish were at 
loggerheads and sometimes 
active war—with the British for 
generations: now all that is over 
and the vast majority of Irish- 
men have an affection for 
Britain. They are a naturally 
hospitable people, but touchy, 
and they are quick to take offence 

and an offended Irishman will 
never become your customer. 

Too many English visitors, in- 
cluding salesmen, attempt to 
adopt a brogue or Irish accent 
when in Ireland; it seems to be 
an almost unconscious trick, but 
it isa danger. Stick to your own 
accent—be it Cockney, Lanca- 
shire or Oxford—you are not a 
music hall comedian, and Irish 
people resent any aping of their 
s ‘ 

Irish politics—and Anglo-Irish 
politics, particularly—are not safe 
ground for conversation, although 
you will hear plenty of politics 
talked. Keep off religion, too, 
but remember that over 90 per 
cent of the population § are 
Catholics. These would seem 
elementary principles, but they 
are too often forgotten 

e¢ tempo of Irish life is 
slower than in Britain, a fact 
which is inclined to annoy some 
businessmen who are trying to do 
a great deal of work in a very 
short time It is as well to 
accommodate oneself to this 
slower pace. Of course there is 
always the danger of its being 
used as an excuse to head offices 
for lack of progress, but there is 
no doubt that results are not 
likely to be so speedy from men 
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operating in Ireland as in Britain. 
This matter of tempo is accentu- 
ated outside Dublin, and further 
complicated by transport. The 
larger centres of population are 
widely separated and the trans- 
port services not over-frequent: 
if the salesman is using his own 
transport the problem is greatly 
eased and the greater freedom of 
movement will pay for the extra 
cost. 

This section may be briefly 
summarised with the advice: 
avoid high pressure tactics— 
reaction will be poor, but don’t 
use a haphazard approach. The 
Irishman appreciates a business- 
like attitude, just toned down 
with an indication that there is 
time for the humanities. 


Don’t Judge By 

Appearances 

Again, don't judge by appear- 
ances—particularly in the country 
towns. The man in his shirt- 
sleeves behind a bar counter is 
quite likely to own half the 
town. You will not be wasting 
your time in having a talk with 
him, anyway, because if he isn't 
your prospective customer he 
most certainly knows him. And 
word of mouth publicity is very 
strong in the country—a word 
from the barman may later be 
the clue to a useful order. Local 
knowledge is useful in any terri- 
tory, and in Ireland every scrap 
should be stored u or the 
future. It is assumed that your 
salesman’s visit has been pre- 
ceded by advertising of some 
kind, handled locally through an 
Irish agent. The services of this 
agent should be used to build 
up knowledge for use in the field; 
his local advice will be valuable. 

Visits to country towns and 
districts should be carefully 
timed to avoid Church holidays; 
these dates can be easily checked, 
but failure to do this may mean 
a wasted day since many com- 
munities do not work on these 
holidays. 

The best method of dealing with 
the market is, of course, to use 
Irish salesmen; they have, by in- 
stinct, the local knowledge which 
the visitor can only acquire by 
experience. Training an Irish- 
man in England and then return- 
ing him to his own country is 
well worth while—he will absorb 
the best points of sales technique 
in training and adapt them auto- 
matically to Irish itions. 
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Ireland is prosperous and, 
in common with other [rish 
Agencies, we are very, very busy. 
We are never too busy, however, 
to squeeze in a bit of cheerful 
service to old friends or new 


enquirers — however slight 


the immediate prospects. 


LTD 
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Kenneth Murphy 


N planning an advertising 
schedule to cover the Republic 
of Ireland, consideration must be 
given to the various groups of 
media through which the Irish 
market can be reached: Press, 
poster, radio, cinema, exhibi- 
tions, etc, Naturally, circum- 
stances will dictate whether all 
or any combination of these 
media will be used. I shall, how- 
ever, confine this survey to the 
Press. 

If an article of this nature is to 
serve as a practical guide to 
British advertisers and their 
agents, it should be generously 
sprinkled with facts and figures 
about circulations. But, alas! 
Certified nett paid sales are not 
available for most of the media. 
The Irish Association of Adver- 
| tising Agencies fully recognises the 
Fimportance of having certified 
sales figures, but, so far, results 

from inquiries made by the Asso- 
Pciation have not been as satisfac- 
tory as anticipated. However, the 
“circulations committee” are 
renewing their efforts to secure 
Auditors Certificates for all Press 
media other than those already 
published. 

Let us divide the Press into 
H logical groups, commencing with 
the national daily newspapers. 
Their sales have been mounting 
steadily for the past few years, 
but the figures quoted hereunder 
are the latest on record. 


National Dailies 


In a nation-wide advertising 
campaign the three Dublin dailies 
provide the very backbone. Be- 
tween them they cover all classes 
and creeds, and penetrate to every 
urban and rural area. Their com- 
bined pulling power is exception- 


ally strong—particularly if the 
product is one of a_ general 
appeal. While that circulation 


may not appear large to British 
eyes, it is necessary to remember 
that Ireland's total population is 
less than 3 million. In the light 
of that fact, the aggregate total 
of the big three-—224,000, is very 
substantial indeed That figure 
is made up as follows: (Cert= 
Certified Average Nett Paid Sales; 
P.L.P.T.=Price per inch per 
1,000). 

Irish Independent 204,000 cert 

(14d. P.L.P.T.) 
Trish Press 180.000 estimated 


(1-7d. P.LP.T) 
Irish Times 40,000 cert. (6d 
P.LP.T.) 
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Reaching the Irish market 
through the press of ireland 


In fairness to the Irish Times, 
I might mention here that, al- 
though their cost per inch per 
1,000 looks high in comparison 
with the other two dailies, the pur- 
chasing power of the /rish Times 
readers is also high. Circulation 
is largely among the higher in- 
come groups in Dublin and larger 
towns throughout the country. 


The Cork Examiner is pub- 
lished in Cork City, Munster’s 
largest city (population over 


75,000). A decidedly influential 
daily, it covers Ireland's industrial 
and agricultural south. Covering 
County Cork and percolating into 
all the neighbouring counties, cir- 
culation 44,100 cert. (3-4d. 
P.LP.T.) 


Two Sunday Newspapers 


The Sunday Independent: Most 
recent certified average weekly 
sales figures of 343,600 means 
that space in terms of prices per 
inch per 1,000 is only -87d. Pres- 
sure on their advertisement 
columns is so intense that space 


is still restricted to 6 single- 
column inches. It is the only 
Irish newspaper with such 


stringent limitations, a fact which 
alone proves its immense value as 
an advertising medium 

The Sunday Press is a welcome 
newcomer, born last September 
Like its daily brother, it gives an 
excellent sports and general news 
service and sales are going up and 
up The latest weekly sales 
figures are estimated at 300,000 
(id. P.LP.T.). An interesting in- 
novation is the regular use of a 
two-colour back page—red and 
black. 


Four Evening Papers 


To get Dubliners and inhabi- 
tants of the bigger towns in their 
more receptive mood choose the 
Evening Herald and Evening 
Mail The Herald's popularity is 
reflected in a certified circulation 
of 129,400 (1-4d. P.LP.T.) and has 
an influence far beyond Dublin 
From the essential viewpoints of 
good value and good results it is 
definitely one of the best buys 
in Ireland 

The Mail, one of Dublin's 
oldest papers, is estimated to 
sell to 76,000 daily (1:9d. P.L.P.T.) 
most in Dublin city As a 
“smalls” medium it is unbeatable 
Many readers buy it for that 
reason alone 

The remaining two “Evenings” 


By KENNETH A. MURPHY, Director, Domas, Ltd. 


are the Cork Evening Echo and 
Waterford Evening News. They 
circulate in Cork and Waterford 
respectively and have a keen local 
interest. 


Weeklies 


In Ireland, which is 94 per cent 
Catholic, The Standard and The 
Irish Catholic have a particular 
appeal which must merit attention 
from all space buyers planning to 
reach the average Irish home. 
The Standard covers not only 
religious matters but also subjects 
of national and general signific- 
ance. Its certified nett paid weekly 
sales have now reached 77,000. 
Another influential __ religious 
weekly is the Church of Ireland 
Gazette. 

The latest certified figures for 
Radio Review are 48,800 which 
represents the average weekly 
sales for the period July-Decem- 
ber 1949. However, I understand 
that this popular family weekly 
has now far exceeded that figure. 
Times Pictorial is also a popular 
weekly with 38,950 cert. Ireland's 
Own, now in its 29th year, enjoys 
a certified weekly sale of 36,983 
in Ireland’s rural districts. 


Provincial Weeklies 


Although the national dailies 
and evenings must claim pride of 
place, the Irish provincial 
weeklies carry your message into 
the remotest towns and rural 
homesteads, There are over 60 
provincial weekly newspapers. Of 
these only twelve, to my know- 
ledge, have issued certified nett 
paid sales. Here they are in 
alphabetical order: 

Connacht Tribune 16,650 

Drogheda Independent 13,844 

Free Press (Wexford) 16,690 


Kerryman 27,000 
Kilkenny People 8.106 
Limerick Echo 8,006 
Midland Herald 6,000 
Munster Express 11,585 
Nanagh Guardian 5,500 
Southern Star 12,000 
Western People 37,411 


Wexford People group (The 
People, New Ross Standard. 
Enniscorthy Guardian, Wick- 


low People) 25,746 
Periodicals 
The Irish Periodical Press 


merits close attention when select- 
ing “Specific appeal” media for 
the Irish market. Their numerical 
strength is at least 125, and they 


cover every form of national, 
social, religious aad trade interest 
Topping the list of monthly 
journals with a humorous and 
general appeal is Dublin Opinion 
with average certified pos of 
$8,273. Incidentally, Dublin 
Opinion is now in its 29th year. 
Passing Variety's last certified 
sales were 23,783 monthly, while 
Irish Digest in a more serious 
vein sells to 24,052 certified. The 
readership of these popular 
monthlies is not confined to men. 
In fact, practically half of their 
sales are to women. However, if 
your product is one that appeals 
particularly to feminine readers, 
then consider Woman's. Life 
39,795 certified, Model House- 
keeping, Woman's Mirror, Irish 
Home, Irish Housewife's Annual. 
Film fans—particularly young 
women—look forward to reading 
The Screen and Movie News 
which are published monthly. 
Society is well covered with the 
two monthly “glossies”—/rish 
Tatler & Sketch and Social and 
Personal. The Irish Tatler & 
Sketch—now in its 60th year— 
enjoys a certified sale of 11,150 
per month. 

The farming community’s in- 
terests are capably served with 
The Farmers Gazette and The 
Young Farmers Journal (weeklies) 
and the following monthlies: 
Agricultural Ireland, Model 
Farming & Irish Country Home, 
Power Farmer & Agricultural 
Engineer, Irish Agricultural and 
Creamery Review. 


Trade Journals 
Depending on the Irish sales 
of British trade and technical 


journals to cover the Irish market 
is not sufficient. You must select 
the proper Irish counterpart 
which, although seemingly limited 
in circulation, enjoys thorough 
coverage in its particular sphere. 
Space rates are consonant with 
sales. £10 to £16 is the average 
page rate. This vigorous special- 
ised group covers a wide field, 

May I suggest that in the 
planning of any advertising cam- 
paign specifically for the Irish 
market, the English advertiser or 
his agent should contact any of 
the leading Dublin advertising 
firms? They know the Irish mar- 
ket and the surest way of reach- 
ing the biggest number of 
potential purchasers. They know 
what appeals or repels the Irish 
mind. 
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Into every city, town, and villa 
PRESS carries the messages of 


© CROSSLEY, LUDGATE HOUSE, E.C.4 Phone CENtral 1737 
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The Irish printing industry 
is aiding Irish sales 


PART from the valuable 
services it renders to industry 
as a whole the printing industry 
occupies, in its own right, a more 
important position in Ireland 
than in most other countries. 
Among producers of trans- 
portable goods it ranks third as 
to numbers engaged, second as 
to total wages paid, fourth as to 
the net value of its output. It is 
a progressive and highly organ- 
wed industry centred—like most 
Irish industries, alas—in Dublin, 
and, while not self-supporting, 
draws a large portion of its raw 
materials—paper, ink container 
board, etc.—from home sources. 
The relative efficiency of the 
industry is due in some measure 
to the course of recent history 
As the coming into being of the 
Free State Dublin was already 
a centre of good printing—but to 
no greater extent than say, a 
provincial city of comparable 
size in Great Britain What 
traditions it enjoyed stemmed 
mostly from the far off days of 
pirated editions when the 
printers of Dublin reprinted (if 
that is the word) the latest novels 
and other works—not only im 
better format but before the same 
were published in London! 


Increased Demand 


| 


For Print 


With the granting of indepen- 
dence to a portion of the country 
considerable changes took place 
—the amputation of the indus- 
trial areas of the North East 
forcing industrial expansion on 
the agricultural more easy-going 
South. With this expansion came 
a corresponding increase in the 
demand for printing, and later on 
the policy of protection for Irish 
industries obliged many British 
companies to form independent 
subsidiaries which naturally 
turned to Irish printers for their 
publicity, packaging and other 
needs. Thus Irish printers. 
expanding their facilities to meet 
these needs, installed modern 
machinery, built new printing 
houses and instituted a system 
of apprentice training more far- 
reaching than is to be found, even 
to-day, in any part of the British 
Isles These trends continued 
with increasing momentum up to 
the outbreak of war in 1939 with 
the result that Irish printers as 
a whole entered the war period 


Irish Supplement 


with equipment already in 
advance of the average elsewhere. 
During the war circumstances 
were not unfavourable to the 
maintenance of this plant in a 
state of reasonable efficiency and, 
when hostilities came to an end, 
Irish printers showed that their 
post-war plans were by no means 
mere paper. Possessing abroad 
accumulated credits of some size, 
the Irish Government wisely 
decided to encourage _ their 
expenditure on capital equipment 
for real production both in 
agriculture and industry, and from 
the earliest stages the Irish 
printer was free from the 
restrictions which delayed (and 
still delay) the rehabilitation of 
the industry in Great Britain 
This new printing machinery 
much of it American because of 
the delivery position from 
Britain—has been a feature of 
post-war imports; and not only 
printing machinery but new paper- 
making machinery, photo- 
engraving and photo-litho plant, 
corrugating machines, printer 
slotters and tapers for container- 


making, carton cutting-and- 
creasing and automatic gluing 
machines, automatic guillotines 


and bookbinding plant of every 
sort from stripping machines to 
casemakers and hydraulic presses 

Visiting printers from large 
plants in both Britain and the 
U.S. never fail to express their 
astonishment at finding them 
selves, not only walking through 
air-conditioned rooms under 
loudspeakers relaying Music 
While You Work or messages for 
executives busy in various 
departments throughout the 
building, past rows of modern 
and well kept machines, but 
observing here in Ireland the use 
of such up-to-date techniques as. 
for instance, offset printing from 
bimetallic plates, or wet-printing 
of four-colour half-tones on two- 
colour letterpress machinery 


Above: An American Printer- 
Slotter at work making con- 
tainers. This machine prints 
in two colours, slots and 
creases the blanks ready for 
wire stitching or taping. Its 
operation is fully automatic. 


Below: A selection of Hely 
containers. Many of the 
designs are in two colours. 


They have been surprised to find, 
too, the degree of efficiency 
achieved in organisation, hand- 
ling and preparation of materials, 
movement of stock and factory 
layout and the high quality of 
both typography and presswork 
One instance of this sort of thing 
occurred recently when an Irist 
manufacturer, impressed by the 
quality of some American 
publicity, successfully borrowed 
the original drawings from across 
the Atlantic, made blocks locally 
and printed a catalogue cover 
which promptly brought the 
inquiry from New York as to 
whether blockmaking of this 
quality could be undertaken in 
Dublin for export! 

Advertisers wishing to use the 
service of Irish printers can thus 
be assured not only of a high 
standard of performance but of 
1 wide range of processes. Sheet- 
fed photogravure is available 


By G. E. HETHERINGTON, of Hely’s Ltd., Dublin 


from at least two Dublin houses 
and there are some four photo- 
litho plants capable of dealing 
with the finest colour-work and 
equipped with step-and-repeat 
and multiple negative-making 
machines for carton and Jabel 
work Cheque-book _rotaries, 
ticket printers, continuous 
Stationery machinery, and die 
siamping presses assure supplies 
of stationery to suit modern 
business methods, while showcard 
mounting and varnishing can be 
had from most of the larger 
houses. 

In the packaging field there are 
a number of printers equipped to 
produce folding and rigid boxes 
Cartons for cigarettes and for 
almost every well known 
proprietary article from aspirins 
and toothpaste to table jellies and 
breakfast cereals are made in 
Dublin. In addition there are 
available such special lines as 
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Only a few years ago—or so it seems to some of us—a new Agency was opened in Dublin, with a staff ofthree. A few 
weeks ago the same Agency, now 32 strong, sat down to its annual staff dinner and listened to a story of continued 
progress through 22 years. The little Agency of three had become the sizeable one of 32, the modest three offices had 
become a suite extending over three floors, the initial turnover of about £10,000 had multiplied itself many times over 
and now moved easily along inside six figures. We are proud of the progress of this Agency, proud of its reputation 


for good work and efficiency, proud most of all of the fact that so many firms which came to us in our early days are 


still with us, 22 years later. And we shall be equally proud to handle your advertising in Ireland, if it does not conflict 


with any of our present clients, O'KENNEDY-BRINDLEY LTD., 53-54, Lower O'Connell Street, Dublin, Ireland. 
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British advertising we are proud to handle =| i 

im Ireland inchades Aspro, Age, Craven ‘A’, Chivers, Hy 
Coopers Sheep Dips, Dunlop, Gala of London, 
Gascoignes, Hillman and Humber Cars, 


Hall's Distemper, Kodak, Moccasin, Royal 


Typewriters, Rose's Lime Juice, Raleigh Cycles, 
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TIMES PICTORIAL 


Head Office: 
Branches at CORK, LIMERICK, BELFAST, GLASGOW 


London = Advertisement 
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¢ Thedrishimes 


46lrelands most 
influential market 


HE IRISH TIMES holds an unrivalled position of 
influence in Ireland to-day, as it has done for 
nearly 100 years. 


I' is constantly quoted throughout the country 
Its outspoken editorials command the attention 
and respect of an increasing number of responsible 
people, who find THE IRISH TIMES a reliable 
source of unbiassed information, guidance, and a 
fresh point of view on vital issues. 


TEMAS great newspaper is, indeed, a power in the 
land, and you are invited to use it for your 
advertising campaigns. 


Che Hrish Cimes 


Publishers of 


IRISH REVIEW AND ANNUAL 
WESTMORELAND STREET, 


London Office: 59 FLEET STREET, E.C.4 
Manager: “IR. A. 


IRISH FIELD 


DUBLIN 


BROWN 
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| IRISH PRINTING INDUSTRY—continued 


patent waxed containers, cos- 
metic boxes, and composite tube 
containers of every kind. Certified 
corrugated containers are manu- 
factured on the latest two-colour 
printer slotter machines with the 
choice of taping or wire-stitching, 
and such containers are in regular 
supply for all sorts of articles, 
including canned foods, whiskey, 
brandy, mineral waters, electric 
fires, radios and radio gramo- 
phones. Fibre containers are also 
Fo in Dublin and Cork so that 

here is an ample choice of 
a A methods. Good 
quality wrapping papers are made 
by Irish paper mills, and one firm 
‘8 at present installing the latest 
machinery for the production of 
waxed and film wrappers, bread 
wraps, confectionery coils and all 
types of printed wrappers for 
automatic wrapping. Printed 
bags are produced in large 
volume on the most up-to-date 
bag making plant. 

Rapid expansion of an industry 
brings many troublesome 
problems and Irish printers have 
had their full share of labour and 
other difficulties. Both sides of 
the industry are highly organised 

printing operatives throughout 
the country by the T.A. and in 
Dublin by the Dublin Typo- 
graphical Provident Society. Both 
the Dtblin’ Master Printers 
Association and the Irish Master 
Printers Association are affiliated 

| to the B.F.M.P., but the trade 
in Ireland is none-the-less autono- 
mous and operates and negotiates 
within the framework of Irish 
industrial and social legislation. 
Wages paid are high, and the 
stab, rate for a printer in Dublin 
is more than a pound a week 
higher than the highest T.A. rate 
in Great Britain. Nevertheless, 
prices are by no means generally 
higher than in Britain, except in 
so far as they are influenced by 
shorter runs. It would be a 
mistake to expect to buy printing 
in Dublin more cheaply than in, 
Say. Leicester Bristol, or 


Birmingham. It would be equally 
a mistake to assume a cheaper 
quality of production. Dublin 
is not a provincial, but a capital 
city. 

The greatest difficulty in the 
printing trade in Ireland to-day 
is the shortage of skilled labour 
—more especially the shortage of 
compositors and lithographers. 
It is a problem which time wil! 
solve as recruitment to the craft 
is eased and additional appren- 
tices take their places as journey- 
men. But for the moment it 
involves delay in typesetting and 
proofing and the time required 
for completion of litho work is 
often a matter of three to four 
months. 


Reliable And 
Painstaking Service 


Despite these factors, the 
service offered to industry and the 
general public by Irish printers 
is reliable and painstaking, while 
the selling organisation of the 
industry provides regular and 
helpful attention to even the 
smallest needs of the consumer 
The preparation of sketches and 
designs may safely be left in the 
hands of the printer’s represent- 
ative, who not only has at his 
disposal the services of good 
commercial artists and studios 
but has a wide experience of the 
peculiarities and predilections of 
the buying public. 

This question of layout and art 
work is worthy of closer attention 
than it usually receives, for the 
Irish market is a highly conserva- 
tive and individual one requiring 
a technique jn this regard very 
different from that which succeeds 
in Great Britain. The slick draw- 
ing of the soignée blonde perched 
on a high stool at the cocktail 
bar cannot be calculated to wean 
the average Irishman from his 
more sustaining beverages or to 
alter his deeprooted convictions 
as to the proper shape of either 
a girl or a grocery counter 
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THE KERRYMAN 


Ireland’s Greatest Provincial Newspaper 


for proven pulling power in Kerry, Cork and Limerick, a 
highly important section of the Irish market. 


AN A.B.C. PAPER 


London Representatives: 
HUSEY & CO., 92 FLEET STREET, E.C.4 
Telephone CENtral 8209 


Head Office: 
5 ROCK STREET, TRALEE, IRELAND 


HOTEL INDUSTRY THROUGH 


CONTACT IRELAND'S PROSPEROUS 


THE IRISH HOTELIER 


The Hotels Own Monthly Magazine 


Official Organ of The Irish Hotels Federation and of The 


Dublin Hotels and Restaurants Association. 


London Representatives: 
HUSEY & CO., 92 FLEET STREET, E.C.4 
Telephone CENtral 8209 


Head Office: 
5 ROCK STREET, TRALEE, IRELAND 
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Periodicals are important in 
an Irish campaign 


HE contribution which Irish- 

produced periodicals can 
make to a campaign is important 
and is being appreciated by a 
wider number of advertisers. 

Virtually every interest is 
catered for by Irish magazines 
and, while a number of English 
periodicals sell well, the reader- 
ship of the “local” publications 
is particularly loyal. Women's 
magazines have a dominant place, 
and a particularly heavy volume 
of advertising; the interests of 
film fans—and it is said that 
Ireland has more film-goers per 
head of the population than any 
other country—are catered for 
by two monthly periodicals, both 
of which also carry a good deal 
of appeal directed to women who 
are the biggest buyers of this 
Mype of publication. 
Radio listeners have their own 
weekly, providing not only local 
but B.B.C. and foreign pro- 
grammes. This has developed 
Very quickly and has established 
Very good coverage Several 
periodicals cater for general 
readership and a good deal of 
their appeal lies in the inclusion 
of topics of particularly Irish 
interest For many years the 
Irish reader had few Irish 
periodicals Now these have 
grown up he prefers those which 
give material which has a direct 
bearing on the country he lives 
in while not excluding something 
of the world outside It is 
interesting to see these publica 
tions so firmly established among 
readers outside the big towns; 
rural readership is increasing 

There are few “glossies,” 
two monthlies are directed 
the upper income groups. One 
is long-established, the other is 
little over a year old but shows 
a very healthy number of adver 
tisements The use of a large 
number of personality photo 
graphs in both publications 
makes them particularly popular; 
it must be remembered that 
Ireland has a comparatively smal! 
population, but one which is 
always keenly interested in the 
doings of its friends and neigh- 
bours 

Weekly religious 
ire very widely read 
population is over 90 per cent 
Catholic and most families buy 
at least one Catholic weekly 
aper Those published == in 
reland are, of course, preferred 
because the Irishman or Irish- 


but 


hewspa pers 
Ireland's 


woman is far more interested in 
religious activity within his or 
her own country, and the “local” 
publications provide an adequate 
coverage of esion news of par- 
ticularly Catholic interest. 
Readership in this class is spread 
well over the country in both 
urban and rural areas. 

While on this subject of 
religious publications attention 
might well be drawn to the 
numerous comparatively small 
monthly magazines, the organs of 
missionary and other societies. 
At first sight they may appear too 
insignificant to warrant the 
attention of major advertisers 
although some do use certain of 
these publications; such an atti- 
tude is not warranted because, 
while circulations may appear 
small on sales they are in fact 
much larger than the observer 
would expect. They are certain 


ee et 


CREEN advertising in Ireland, 
2 a medium not yet fully ex- 
ploited, has expanded since the end 
of World War Il and during the 
past year a number of additional 
cinemas—including some of the 
largest first-run houses in Dublin, 
Cork and Limerick—have relaxed 
their conservatism and agreed to 
filmlets and advertising 
ilm contracts, Unlike the radio, 
this medium is open to “home” 
and “foreign” advertiser alike, a 
proportion of the advertising 
programme being reserved to the 
‘locals” as opposed to the 
nationals.” According to a re- 
cent announcement one Irish firm 
is now spending 35 per cent of 
ts advertising allocation on 
cinema screens 

Several big new accounts have 
been opened in recent months, 
and while these are mainly for 
filmlets there is an indication that 
some of the larger advertisers 


accept 


Virtually every interest is catered for by the Irish magazines, 
readership of which is particularly loyal. They can make a 
substantial contribution to any advertising campaign. 


of a more-than-casual family 
readership, and the number which 
are passed from hand to hand 
is, it is believed, considerably 
greater than in the case of the 
non-religious journals. Their 
value is frequently under-esti- 
mated, but they are worthy of 
serious consideration 

The trade journals—both agri- 
cultural and industrial—are well- 
established and maintain a firm 
readership which must necessarily 
expand with the current drives 
in both agriculture and industry. 

And, of course, there are the 
humorous journals. These are 
admirably produced and meet a 
ready demand from a regular 
readership, both in towns and 
out of them. But mention of 
the lighter type of periodical 
prompts a word of warning: if 
you are planning to use humour 
in your advertisements in Ireland 
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be careful to have it “vetted” by 
an Irish advertising agent—stan- 
dards of humour vary consider- 
ably. 

The Irish weekly newspaper or 
periodical, and the monthly pub- 
lications, definitely provide useful 
keys to the Irish market, Natur- 
ally their coverage has been care- 
fully studied by Irish agents and 
they are in a position to give 
the best advice on media, but in 
making up a budget no adver- 
tising man should lightly dismiss 
their claims because their circu- 
lations are not as astronomical 
as those published in the United 
Kingdom. For some time past 
a general drive for increased cir- 
culation has been in progress by 
an organisation incorporating 
Irish publications of the type 
described here, and there are 
indications that this will bear 
good fruit. 


SCREEN ADVERTISING HAS EXPANDED 


Ireland is reputed to have more cinema- 
goers per head of population than any 


who may be considered as being 
in the export market may later 
progress to the 2-minute advertis- 
ing films. At the present time the 
comparatively limited budgets of 
most Irish firms are making them 
shy of films, but in cases where 
these might be shown in United 
Kingdom cinemas as well as those 
of Ireland (thereby spreading the 
cost of the campaign) it is prob- 
able that they will “see the light.” 

Costs for exhibition are re- 
garded as low, and—as in Britain 

are dependent on audience 
potential. In considering the use 
of Irish screens it should be 
remembered that Ireland is 
reputed to have the largest num- 
ber of cinema-goers per head of 
the population of any country in 
Europe. The number of cinemas 
throughout the Republic—nearly 
300—1s well spread and there is 
no town of any size which has 
not at least one established 
cinema Travelling cinemas, 
mostly operating 16 mm. equip- 


country in Europe. 


ment, cover the smallest centres 
and present a field which has yet 
to be exploited. Anything that 
has been done in the way of 
advertising on 16 mm. has been 
done by individual manufac- 
turers; no full-scale attempt has 
yet been made in Ireland to bring 
advertising to the rural communi- 
ties regularly as part of the 
16 mm. programmes shown in 
their local halls. No doubt this 
development will come, as adver- 
tisers discover the reaction from 
screenings in the established 
cinemas; it will certainly com- 
plete the coverage of the country 
when used as an adjunct to news- 
paper advertising. 

There was, at one time, 
audience resistance to advertising 
on the screen; modern technique 
in the production of both adver- 
tising films and filmlets has 
broken this down and made the 
advertiser's message acceptable to 
the public when they are at their 
leisure in the cinema 
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Telephone 
77367/8 
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Telegrams 


Sb "ee 
CINEMA &é GENERAL HOUSE 
35 UPPER ABBEY STREET 


DUBLIN 


Pas TROLLERS OF 
SCREEN ADVERTISING /N 40,000 000 
EIRE AQwer's 
COMPRISING 220 CINEMAS CAaCh 
VWELUOING ODEON ((RELAND)CIROUIT year 


2 
FILMLETS /N FULL COLOUR 
WITH ANIMATION 


ANO 
TWO MINUTE FILMS 
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ADVERTISER'S WEEKLY—/rish Supplement 


Irish publicists and agents 


get together 


Central club premises in Dublin are needed by all three organisations 
representing those engaged in Irish advertising and publicity. A joint 
committee has set itself the task of making this dream come true. 


“ne 


(Lafayette, Dublin 


Left: Michael J. Clarke, Chairman, Publicity 
Club of Ireland. Right: J. H. Webb, Chairman, 
Advertising-Press club. 


LTHOUGH there has 

always been a friendly and 
co-operative spirit among adver- 
tising men in Ireland regret has 
often been expressed that they 
have no central club or meeting- 
place; no building, or even part 
of a building, which they could 
call their own. 
This year, however, there are 
indications that the oft-expressed 
wish of members of the profes- 
sion for a permanent headquarters 
will be fulfilled. Sponsored by 
the younger of the two publicity 
groups —- the Advertising - Press 
Club, now in its eighth year—a 
meeting of various organisations 
concerned with publicity, journa- 
lism and publishing was called to 
Make practical steps to secure a 
“home.” The meeting, under the 


took a realistic view of the posi- 
tion and has established a Ways 
and Means Committee which, 
at the present time, is investigating 
the sustability of several premises 
which have been proposed and 
the important problem of how the 
project is to be financed. No 
decision has yet been taken, but 
there is sufficient drive and en- 
thusiasm among the personnel 
named to the committee to ensure 
that the long-awaited head- 
quarters will no longer be a 
dream. 

At the present time there are 
three bodies directly concerning 
advertising men in Ireland. The 
purely professional body is the 
Irish Association of Advertising 
Agencies founded in 1927 and of 
which Mr. Noel Hartnell is chair- 
man ‘for the current year; inci- 


Hartnell is a member—Wilson, 
Hartnell & Co., Lid.—was the 
first in Ireland, being founded by 
Mr. H. Crawford Hartnell in 
1879. The Association provides 
a forum for business directly con- 
cerning agents, a link through 
which they can work on co- 
operative schemes, and has also 
established a very substantial 
Central Guarantee Fund. Agen- 
cies which are members of the 
Association are: Arks Ltd.; Arrow 
Advertising Agency; Domas Ltd.; 
Eason & Son Ltd.; Janus Lid.; 
Kenny's Advertising Agency; 
Lynch Advertising Service, 
McConnell’s Advertising Service 
Lid.; O'Keeffe’s Advertising Ser- 
vice Ltd.; O'Kennedy - Brindley 
Ltd.; Padbury Advertising Ltd.; 
Wilson, Hartnell & Co., Lid; 
R. Wilson Young Ltd. 


body, the members hold a very 
successful dinner each year; 
speakers at the 1950 function 
included the Minister for Industry 
and Commerce (Mr. Daniel 
Morrissey); a holder of the same 
office in the government of Mr. 
de Valera—Mr. Sean Lemass, now 
managing director of the “Irish 
Press” Ltd.; and Mr. George 
Watson, chairman of the Dublin 
Chamber of Commerce. 

The senior body of publicists, 
the Publicity Club of Ireland, is 
now in its 26th year and has two 
of its founders—Mr. Charles E. 
McConnell and Mr, Brian D. 
O’Kennedy—still very active 
members of its Council. Chair- 
man for the current year is Mr. 
Michael J. Clarke, managing- 
editor of Social & Personal, with 
Cecil J. Furlong, Irish Press, and 


chairmanship of Mr. J. H. Webb, 


- 


denta'ly, the agency of which Mr. 


Although a strictly business 


(Continued on page 24) 


Commercial and Industrial 


DIRECTORIES 


OF IRELAND 


ach Directory covers Ireland North and South 
Fully revised and reprinted Annually 


‘NEILL'S COMMERCIAL WHO's WHO & SPECIFIC INDUSTRIAL 
RECTORY OF IRELAND. Dy. 8vo 1,000 pp. 21/- By Post 22 


IRISH HOTEL & CATERING YEAR BOOK & BUYERS’ GUIDE. Cr. 4to. 
Guaranteed circulation to all Hotels, Guest Houses, etc. 2/6 By Post 2/10. 


ENGINEERING DIRECTORY & BUYERS’ GUIDE. Dy. 8vo. 
Directory of the Engineers’ Association. 10/6 


Official 
By Post I1/ 


MOTOR TRADE DIRECTORY &BUYERS' GUIDE. Dy. 8vo. 5/— By Post 5/6. 

IRISH MEDICAL DIRECTORY & HOSPITAL YEAR BOOK. RI. 8vo. Over 

400 pp. with Buyers’ Guide. 15/6. By Post 16/2. 
QUARTERLY 

MARITIME MAGAZINE & AVIATION REVIEW. Cr. 4to. 2/6 per annum 


MONTHLIES 


IRISH JOURNAL OF MEDICAL SCIENCE. RI. 8vo. The Official Organ of 
the Royal Academy of Medicine in Ireland. 2/6. Annual Sub. 25 


IRISH ENGINEERING JOURNAL. Cr. 4to. The Official Organ of the 
Engineers’ Association. 6d. Annual Sub. 5 


PASSING 


VARIETY 


The Irish Humorous Magazine 


Member of the Audit Bureau of Circulations 


Ne, not even if she goes down on her 
bended knees will he lend her his 

copy of Passing Variety — until he 

has read it. Once his wife gets it, that's 
the last he'll see of it, for Jim will 
take it then, and pass it on to Maureen, 


and at the first opportunity Aunt Ag. 
will sneak it up to her room... . 

That is why Passing Variety is such an 
excellent advertising medium — it is a 
Home magazine read by both men and 
women throughout the whole country. 


Details of rates, etc., can he obtained from our London Office : 


RATE CARDS, LITERATURE, SPECIMEN COPIES AND FULL 
INFORMATION ON APPLICATION TO 


THE PARKSIDE PRESS LIMITED 


Publishers to the Trades 


37 GRAFTON ST. 


and Professions 


DUBLIN, 


in Ireland 


IRELAND | 


244 Salisbury Square House, Fleet St., London, E.C.4 
"Phone ; CENtral 1152/3 


or from the Publishers : 


13 Anglesea Street, Dublin 
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Irish Supplement--ADVERTISER’S WEEKLY 


Make no mistake about it 
THE 
DROGHEDA 
INDEPENDENT 


will ensure that 


Your message to the public 
is really reaching the public! 


* 


We offer discriminating advertisers an 


opportunity of proving our claim that 


IT PAYS TO ADVERTISE 


provided their announcements appear 


in the columns of our newspaper with 


CERTIFIED A.B.C. FIGURES OF 


14.7083 


COPIES WEEKLY 


(An increase of B44 copies over the average | 
weekly figure for 1948 which was 13,844 copies) | 


ALMOST 6.000 COPIES PER 
WEEK UP SINCE 1940 


Rate cards can be had on application to: C. F. O DONOGHUE, 
Managing Director, at 9 Shop St., Drogheda, Ireland. 


Tel. 58 


WANTED T0 BUY 


Adhesives 
Air Conditioning 
Assurance 


Bar Equipment 
Barrels 

Beverage Coolers 
Bottle Crates 
Bottle Envelopes 
Bottling Machinery 
Bottles 

Brewery Plant 
Brushes 

Burglar Alarms 


Capsules 

Cash Registers 
Casks 
Cellophane 
Chinaware 
Cigarettes 
Cigars 

Clocks 
Corking Machines 
Corks 

Cutlery 


Detergents 
Disinfectants 
Distilling Plant 


Drink, Alcoholic and 


Non-Alcoholic 


Electrical Fittings 
Essences 


Filters 
Fire Extinguishers 


Floor Coverings 
Fruit Juices 
Furniture 


Glasses 


Glass Washing Machines 


Heating 
Hoists 


Insurance 


Kitchen Equipment 


Labelling Machin 
Labels . 
Lifts 

Locks 


Motor Cars 
Oil Burners 


Packing Cases 
Palletisers 
Pulleys 


Refrigerators 


Safes 

Sandwich Spreads 
Self-closing Doors 
Strawboard 

Tanks 

Tobacco 

Trucks 

Twine 


Vans 
Ventilators 


The goods and services listed above are 


those 
regularly bought by readers of the Irish LICENSING 
WORLD-—1icensed hotels, 
grocers, licensed restaurants, bottlers, wine and spirit 
merchants, brewers, distillers, mineral water and 
cordial manufacturers. 
You can swiftly and economically reach oli these 
important buyers and make certain of your share of 
their valuable custom by advertising to them in one 


Journal, the 


public houses, licensed 


IRISH 


LICENSING WORLD 


Organ of the Licensed Trade and Industry 
12 MERRION SQUARE - 


Specimen copy and rate card sent immediately on request to 


Tom Merry, The Publisher Telephone : Dublin 66257 
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ADVERTISER'S WEEKLY —Irish Supplement 


WOMANS LF 


DUBLIN 


| ‘WOMANS LIFE 


THE IRISH HOME WEEKLY 


with an A.B.C. nett sales (July/December, 1949) of 
38,749 copies per issue, has the largest sale of any 
woman's periodical printed or published in Eire. 


If your goods are for Irish women, your adver- 
tising will reach an interested market through 
DUBLIN WOMAN'S LIFE. 


During existing conditions, Dublin Woman's Life 
is published fortnightly. When further paper 
becomes available weekly publication will be 
resumed. The advertisement rates are : 


£28 PER PAGE 


(JANUARY, 1948) 
Manogers for Great Britain: 


asee VX 


NATIONAL ADVERTISING REPRESENTATIVES 


131 FLEET STREET, LONDON, E.C.4 
Telephone: CENtral 3754, 1960, 3133 


THIS IS A 
WILL KITCHEN JR REPRESENTATION 


N spite of their conservatism, 

Irish advertisers have begun, 
during the last five years or so, 
to realise the importance of 
photography as a marketing aid. 

In order to popularise the use 
of the camera for advertising, 
some Dublin photographers, 
assisted by the advertising 
agencies, have fought an uphill 
battle. However, a notable out- 
come has been the wide use of 
photographs on trade stands at 
the Royal Dublin Society's Spring 
Industrial Show, and Horse Show, 
and also for editorial and adver- 
tising purposes in newspapers and 
magazines. Only as recently as 
1948, the new Kodak Ektachrome 
transparencies made their appear- 
ance at the Show, but a wider use 
of colour photography is still 
hampered by the high cost of 
acceptable colour prints. Quota- 
tions for carbro or dye transfer 
prints are seldom passed; in fact 
they are usually greeted with 
something approaching awe not 
untinged with disbelief. The 
Ansco Printon method of making 
direct colour prints has been 
tried and it is generally felt that, 
if this process could be improved 
without an increase in price, the 


Ee 


LEINSTER 
LEADER 


ESTABLISHED 


Serves the best purchasing 
population in Ireland 


1880 


* 
It covers seven counties — 
Dublin, Kildare, Offaly, 


Wicklow, Meath, Leix and 

Carlow —a circulation area 

peculiarly favoured by situ- 

ation and national advantages. 
* 


Published each Friday at 
NAAS Co. Kildare 


* 


London Office: 
H. R. TADGELL 
173 Fleet Street, Londen, E.C.4 
Phone : Central 3913 


Aprit. 27, 


Commercial photography 
is cheap here 


1950 


By NORMAN ASHE 


result would be a much greater 
use of colour in Ireland. 

In comparison with other coun- 
tries, commercial photography in 
Ireland is cheap. Of the forty 
or so photographers in Dublin 
about a dozen cater primarily for 
the commercial market The 
highest average price for an ad- 
vertising photograph, where a 
model is used, is four guineas, 
and out of this a guinea goes to 
the model. Still-life subjects, for 
some unaccountable reason, are 
usually cheaper. News pictures 
by free-lance photographers are 
about a guinea each, Thus, if 
only from the point of view of 
price, it would be more econ- 
omical for British advertisers in 
the Irish market to use Irish 
photography. From the point of 
view of the advertising agent who 
will be handling the account, it is 
certain that they would prefer 
to work with photographers 
whose work they know and whose 
studios are on their doorsteps. 


Genuine Irish 
Background 


One of the most potent reasons 
for the use by British firms. of 
photographs taken in Ireland is 
the value of the genuine Irish 
background. Dublin is rich in 
architectural beauty and lends 
itself as much to the latest model 
car as to the newest gown. The 
Irish town or country scene can- 
not be, counterfeited. A new 
agricultural machine, shown 
against an Irish rural background, 
implies that this machine is 
already in use in Ireland, and will 
have twice the compelling effect 
of a photograph which has ob- 
viously been taken abroad. We 
have photographed here goods 
manufactured in England exclu- 
sively for the American market. 

Generally speaking, Lrish com- 
mercia! photographers favour the 
larger negative sizes This is 
mainly due to the influence of 
American photographic literature 
and the availability (to profes- 
sionals) of American camera 
equipment. 

During the last few weeks a 
group of leading commercial 
photographers have been dis- 
cussing the formation of an asso- 
ciation to look after their interests 
and raise the standards and ethics 
of photographers generally. In 
every city there are men with 
cameras who, though they make 
a living through photography, 
can hardly be classified as com- 
mercial photographers. Dublin 
is no exception to this, and a few 
of these “pirates” can damage 
the reputation of the majority 

The association intends to cir- 
cularise advertising agents and 
others in Britain with a list of the 
Dublin studios on whose work 
they can depend. 


ay . — ——— 
be , me] 
a ee 2 
7 22 a a 
ee af 4 
7 EIRE : | ’ 
Bt ie. 
i 
4 re i —_—_ “EE 
r y Ra ee *, a % | 
jai aed : Pte. 5 , aw, - Ns aad 
fy St NS é, 
"te sata Og bo See 
ae pol Oe ae is os 
“si 2 Ratan 8 PAE tan ; 
+ Z say ps, a z “ ane . , 
es : — ? a. ‘ 
2 Pee 9 :% P iMw?e bp 
ee - W + 
7 <a , > en an 
c o/ ie oe 
‘ua Seri pet . & 
= < ; ie ee 
- i YE oe 
i. : = ie Pee 
r § “- as il 
—. el Y Sie > 
A - > - = pai 
m 
4 ? 
fi ee . 
a 
a 
Ab 3 
i ee 
: E aie eS = oe y 
“i —— i 
sea NRE SO NN foe 
°) a = 
Be Ba. 
uM : 
‘e 4 . oj 
“4 } 
% . = 
H | 
: ‘a ) pe ” 
xi ) . 
: a ‘ ; 
.. 3g 2 
Re 
ee 
By Aa , 
4 
nL 
i 
a LTD. 
, 
is: . 
ae 
ress 
og r | 
a Be 
_.. . 
wk P| euntnienetiipainion 4 
: | 
a & a 
a 
oe. — : Pei: 
; . een eneeenenente semen eee ! 
ee. . Si ae 2 sie meen aS eee Powe. | SNS OCR er ae mre. ee ees eh Seige, —- Sa 


Aprit 27, 1950 Irish Supplemene— ADVERTISER'S WEEKLY 


HAVE THESE COME 
FROM IRELAND? 


YOUR representatives will do their best, of course, 
but orders will not keep rolling in unless your 
advertising is effective. The Irish market in some 
respects does call for a different approach. Avoid 
difficulties by doing your advertising in Ireland 
through an Irish Agency. 


EASON’S ADVERTISING SERVICE 


40-41 LOWER O'CONNELL STREET - DUBLIN 
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Ireland’s Premier Social Monthly 


ESTD. 1890 


An “indispensable ’’ for top-grade results in the Irish market— 
all Ireland coverage. Exclusive articles by experts on Art, 


Fashions, Beauty, Hunting, Racing, Motoring, Golf, Theatre and 
all current Social News. 


LAVISHLY ILLUSTRATED 


Ask for specimen copy and rates 
The Advertisement Manager 
“Irish Tatler & Sketch,” 
Commercial Buildings, Dublin 
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YOUR 


asiesl 


24-hour delivery ! 


Aer Lingus will deliver your samples or complete orders to 
Dublin Airport within 2 hours at most. Quick Customs 
clearance permits normal delivery in Dublin within 24 
hours. 

Swift transit, prompt delivery and individual handling cut 
inventory and warehousing overheads. Insurance rates are 
low and packing costs reduced. 

Special reduced rates for bulk consignments SAVE 25°, of 
the regular rate on shipments weighing more than 100 Ibs. 
Even higher rebates will be quoted for bulk consignments, 
especially those on a regular basis 

Information & Bookings: Call Aer Lingus, BEA or your 
local forwarding agent for complete details and immediate 


"wearer salen A F R 
LINGUS 


THE EASY WAY' 
Special 17-day 
mid-week return fares 
£11 from LONDON 
£6.6s. from LIVERPOOL 
£6.12s. from MANCHESTER 
£7 from GLASGOW 
£9 from BIRMINGHAM 
IRISH AIR LINES 
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Publicists, agents get together 


(Continued from page 20) 


Edward F. MacSweeney, Odeon 
(Ireland) Ltd., as vice-chairman. 
Mr. David Luke, Print, is honor- 
ary secretary; hon. treasurers, 
Messrs. Albert Price and Victor 
M. Woods, Each month the Club 
holds a luncheon meeting at the 
Metropole—its headquarters—at 
which most of Ireland's leading 
figures in public life have spoken 
at one time or another. These 
meetings have achieved a high 
reputation as a public platform. 
Biggest social function of the year 
is the Club’s Publicity Costume 
Ball; for the past two years this 
event has offered nearly £300 in 
prizes, a fact which has naturally 
attracted a large attendance and 
the display of considerable in- 
genuity in the design of costumes. 


Among the special work at 
present engaging a sub-committee 
of the Club is the revision of the 
rules of membership and other 
matters to bring them up to date. 


There is a good deal of dual 
membership of the Publicity 
Club and the newer group, the 
Advertising-Press Club which 
was founded primarily for the 
younger members of the profes- 


sion. This Club specialises in 
meetings of a technical and semi- 
technical nature which provide 
valuable opportunities to enable 
young members to gain a wider 
knowledge of the full scope of 
their own, and allied professions. 
The Club’s council, however, does 
not confine activities to the purely 
technical and the Club outings 
and other get-togethers are always 
well-supported—and same 
applies to the annual dance which 
is usually held in early December. 

When the Advertising-Press 
Club was first founded some 
doubt was expressed as to 
whether there was room in 
Dublin for two groups; experi- 
ence has proved that these doubts 
were groundless and there is 
ample evidence of the healthy 
growth of both, and happy co- 
operation between them and their 
members, 

Mr. J. H. Webb, manager of 
the /rish Times, is this year's 
chairman of Advertising-Press 
Club, and the other officers are: 
hon. secretary, Mr. Peter M. 
Owens (Domas Ltd.); hon. trea- 
surer, Mr. Walter Mahon-Smith, 
The Standard. 


What Ireland is buying 


(Continued from page 5) 


silk stockings were the biggest 
single item—360,826 dozen pairs 
(valued at £835,442); incidentally, 
apart from women’s hats, stock- 
ings were the only imports in the 
clothing group which showed an 
increase last year. 

Paper and cardboard accounts 
for just over £3,300,000 of the 
total import figures—the biggest 
single item being newsprint. 
There is a rise in the demand for 
cellulose wrappings and similar 
goods. 

Ireland's cosmetic industry is 
expanding and there has been a 
decrease in imports under this 
heading. Certainly the sales of 
these goods are up, but the trade 
would appear to be becoming 


increasingly concentrated among 
the home producers. Another 
item in this section in which sales 
are rising is “medicines and medi- 
cinal preparations,” and this in- 
crease is reflected in greater 
purchases from abroad. 

A survey of other items on the 
import list confirms the fact that 
Irish people are definitely spend- 
ing money on capital goods for 
the home. Home life in Ireland 
is rather stronger than in Britain, 
and families are larger. Wage levels 
have risen, and while the free- 
spending of a few years ago has 
declined it would appear that 
what were formerly luxury goods 
for the home are being increas- 
ingly regarded as essentials. 


The expansion of industry 
in Ireland is dependant 
upon the supply of row 
materials. These men 
working in the Baryteo 
Mines, County Sligo, are 
playing their part in the 
country’s development 
schemes. 


prpery , 
3 Oe) 4 a 
_ j 
aa | ' 
7 eal t 
| Po 
3 FREIGHT LINK 
a : 2 
Ss WITH DUBLIN | 2 
Size 
gts ! 
Low oe . 
ae 1 3 
# i = ‘ _ 
Ex 
bs a Pe 
| : ’ j , 
Pi \4 L? rs ; 
- 7 yi () I ’ Ae f 
ae VX Ss iV | 
« a 
_— 
7 lll 
4 a : * 
ZZ 
~~ | 
—— 
6; aa : 
F ‘ | *. i : y J g , 
hs : " “2 F: 2? > Re ; 
a. : ; fe; q a rt e 2 
a. . m, ia mL 
. . ~ : fl “4 " 
- ° # 4 ‘ 5 P 4 i : 
cor at ad ; as % x ‘i 5 . 
1% %. an Photo by courtesy /.T.A. 
| ee egere ee ee Ree ce.) 0 a heh eS ke | ee ay ee J NV a aa 5 rn ‘ 


Avau. 27, 1950 


The Magazine with 
the Newspaper Circulation 


The National Humorous Journal of Ireland 
for well over a quarter of a century 


Irish Supplemene—ADVERTISER'S WEEKLY 


BY FAR THE LARGEST CIRCULATION 
rng a oa OF ANY MONTHLY JOURNAL 


WERE OVER PUBLISHED IN IRELAND 
74,500 


COPIES 


& Co., Chartered Accoun- 
tants, 39/41 Dame Street, 


sas eal Pame Suc ~The National Humorous Journal of Ireland 
? ON SALE FIRST OF EACH MONTH 
AUDIT BUREAU 


; Head Office; OUULIN OPINION HOUSE, 67 MIDDLE ABBEY STREET, DUBLIN. = Telegrams: “ DUMO, DUBLIN” 
OF CIRCULATIONS London Office : USOGATE HOUSE, 107 FLEET STREET, E.C.4. Telephone : CENTRAL 2412 
EST AE ST ST 
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OF PERFECT 
PRINTING 
BLOCKS 
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ADVERTISER'S WEEKLY—/rish Supplement 


- 


PEOPLE 


printed = or 
circulating in County | 
Kilkenny. Audited 
Sales certificate. Out — 
every Friday. Price 2d. | 


ALSO 


THE POST 
Out every Wednesday evening 
Price 1d. 


E. M. Keane 
Managing Director 
KILKENNY PEOPLE LTD. 


Kilkenny 
Phone: Kilkenny 15 


London Agents: 
HUSEY & CO. 
92 Fleet Street 
Phone: Central 8209 


when your sales medium is 


Advertising Pays | 


CLARE CHAMPION 


The unrivalled weekly of Clare and 
South Connacht 


its name as a progres- | 
sive journal has stood 

the test of time over 
an extensive area 
among Commercial, 
professional, agricul- 
tural and all other 
interests. | 


Circulation still 
increasing. 


Continually used by 
all leading advertising 
agencies in Eire and 
Great Britain. 


Published weekly at 
O'CONNELL ST., ENNIS 
Telephone » Ennis |! 

London Office : 

92 FLEET STREET, E.C.4 


Telephone ; Central 8209 


ae xeNny CONNACHT 


TRIBUNE 


Published EVERY FRIDAY 
at Market Street, Galway 


* 


YOU CANNOT COVER 
CONNACHT WITHOUT 


CONNACHT 
TRIBUNE 


CONNACHT 
SENTINEL 


WE COVER THE BIGGEST 

AGRICULTURAL AREA 

OF ANY PROVINCIAL 
in Ireland 


* 


Your Sales in the West 
will increase if you use 
this media 


* 
THE 


CONNACHT 
TRIBUNE 


Printing and Publishing Co. Ltd. 
GALWAY 
Telegrams: “ Tribune” Galway 
Telephone ; Galway 2! 
London Office : 
173 FLEET STREET, LONDON, 


€.C.4 


| a couple of weeks 


lreland—land of 


tourists 


By T. A. O'GORMAN, Public}Relations 


HE- post-war growth of 

[reland’s tourist industry 
is in the nature of an econ- 
omic phenomenon. No other 
country in Europe has recorded, 
since the end of hostilities, a 
greater increase of foreign income 
from this industry in proportion 
to pre-war carnings. 

Ireland’s nett annual income 
has jumped from a pre-war maxi- 
mum of £5 million to a current 
yearly £33 million. More than 
90 per cent of this accrues from 
within the United Kingdom 

The country has had several 
distinct advantages in the post- 
war international race for tourist 
earnings: her proximity to her 
thickly populated neighbour, 
Great Britain; her abundance of 
unrationed food; the absence of 
language difficulties; the absence 
of frontier barriers and the un- 
controlled movement of sterling 
currency, are facts which have 
all assisted to develop the rela- 
tionship of trader and client, of 
host and guest, which has lgng 
existed between the two coun- 
tries. 

New legislation governing her 
hotel and guest-house industry 
has made it easier to “sell” 
Ireland than it has ever been 
before. 

But apart from these matters of 
hard fact, Ireland has one great 
advantage—it is small enough to 
be visited in all its parts within 
[here are 
thirty-two counties, and in at 
least sixteen of these there are 
different qualities in the land- 


| scape. 


There are other natural advan- 
tages. The little island of Ireland 
has such a winding coastline that 
no part of the interior is more 
than sixty miles from the sea. 
From most of the towns a man 
can run down in his car for his 
free afternoon on the Atlantic 
Coast, where the sea has a 
straight run of 2,400 miles to the 
U.S.A. And what a coast it is! 


Photo by courtesy |.T_A. 


Officer, Irish Tourist Board 


All the way from Donegal in the 
north to Cork in the south it 
changes its outline from point to 
point. Add to this the 800 
lakes (like the beautiful Lower 
Lake, Killarney, above) and 
rivers of inner Ireland. You 
might, indeed, make your way 
through the heart of the island 
from Dublin to Sligo 140 miles 
with hardly ever losing touch 
with them. 

The third great advantage of 
Ireland arises from a misfortune 
of her history which has proved 
a blessing in disguise. Here is a 
country which has never been 
over industrialised. The scenery 
is rarely marred by screens of 
smoke, rivers do not run rancid 
with the waste of the mills; there 
are no small mountains of slag 
like ogres on the horizon; the 
salmon still come up from the sea 
through bright waters. 

The motorist, the walker, the 
climber, each finds in Ireland the 
road clear in the least populated 
country in Eyrope. That in itself 
is probably “the supreme advan- 
tage. Ireland is the country that 
is not afraid to take its time. 
There is room for everyone on 
the road. It is more than a traffic 
regulation, it is a national philo- 
sophy. 

It is pleasant to walk through 
some of the newer towns with old 
castles and abbeys out of remote 
times incorporated in them. The 
Round Towers, many of them al- 
most sound and graceful as when 
they were first built, still point 
the way to universities and 
foundations that flourished a 
thousand years ago. This charm- 
ing link with the past is especi- 
ally memorable. As Egypt has its 
Pyramids at Gizeh, so Ireland has 
its Pyramidal mounds of the 
ancient Kings of Newgrange and 
Dowth. On the Rock of Cashel 
is an Irish Acropolis, as striking 
by its situation as the Athenian 
scene. These and many other 
vistas give Ireland the classic 
touch. 
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GOING 


Irish Supplement -ADVERTISER'S WEEKLY 


Are you 
selling in 
LIMERICK 


(City & County) 


CLARE 
TIPPERARY 
NORTH CORK 
EAST KERRY? 


* This area ranks among 
the best in Ireland for 
High Purchasing 
Power and is prac- 
tically the exclusive 
territory of 


THE 
LIMERICK 
LEADER 


lreland’s Best Provincial 
Advertising Medium 


The | 
FARMERS? “GAZETTE 


Ireland’s Oldest Agricultural Weekly | 


ESTABLISHED OVER 108 YEARS 


Covering every County in Eire and 
Northern Ireland 


IRELAND’S BEST WEEKLY 
ADVERTISING MEDIUM 


* 


| 

} 
For more than 100 years “‘ Farmers’ Gazette” has 
served Ireland's farming industry. Leading adver- | 
tisers regularly use its columns to reach farmers and 
stock breeders throughout the Country. May we send 
you a specimen copy and advertisement rate card’ 


handled by 


= agency has grown 


this ¥ = 
} 


Head Office : * 179 PEARSE STREET » DUBLIN | 


Telegrams : “* Farmers’ Gazette" Dublin 
Telephone : Dublin 73236 


69 FLEET STREET 
Telephone : Central 5453 


lle 


» from 3 to 65— some \ 
_ of them are very 
\ small accounts — some 
E.C.4 


. are of International 


London Office : 


importance, but they 


| all get intelligent, 
= enthusiastic service. 


'So we are going up— Send us your adver- 
tisements and watch 


your sales expand. 


3 issues week. 
Mon., Wed. & Fri. 


so we intend to g° up - 
— —not by *hot air’ but 


-_- 


=by the same motive 


= power, intelligent, 


THE 
SOUTHERN 
STAR 


Leading IRISH Weekly 
*. 


; —“eeeen phe yuh 


~ enthusiastic service 
If you are interested in == 
the Irish market and = = 


we are free to accept — — 


“Limerick 
Leader ’’ carries a 
greater volume of ad- 
vertising than any 
other Irish paper of 
its kind because 


“LEADER” Ad 


oe RAAT EEO REPRINT 


your account (we do = 
not take competitive 
accounts) we shall be = 
glad to hear from you 


and advise you on any 
marketing and adver- 
tising problem. There 
is no obligation. 


Semseneen ating vomit Ih i 


ML) ae uaen 


=a 


h. 


WILSON YOUNG. 


LIMITED 
ADVERTISING 
“BARRY HOUSE” 


7 & 8 FLEET STREET, DUBLIN | 


Ea 


Covering 


CORK CITY and COUNTY 
(one-fifth of the Republic of Ireland) 


* 


Certified A.B.C. Circulation 


s 
HEAD OFFICE : 
THE SOUTHERN STAR 
Skibbereen 


LONDON OFFICE : 
118 High Holborn, London, W.C.1, 
Tel.: Chancery 8752 


vertising pays the 
Advertiser. 


Write for specimen copy and rate 
card — 


THE LIMERICK 
LEADER LTD. 


54 O'CONNELL ST. 
LIMERICK 
Telephone 274 


London Office : 
92 FLEET STREET, E.C4 
CEN. 6209 
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TIPPERARY 


is the most central of the 
counties of Southern 
Ireland, touching 


CORK, LIMERICK, 
WATERFORD, 
KILKENNY, CLARE, 
LEIX and OFFALY. 


* 


Chief amongst its varied 
industries are: 


Boot 
meat 
glass 
ture, 


and shoe making, 
canning, aluminium, 
and sugar manufac- 
woollen mills, etc. 


Its agricultural land is 
ranked amongst the richest 
in Western Europe. 


The area, of which it is the 
centre, is that no 
advertiser can overlook and 
his best entry is via the 
columns of 


THE 


TIPPERARY 
STAR 


the only local paper circu- 


one 


lating throughout the entire 


county 


* 


* 


London Agent 
W. H. YOUNG 
177/8 Fleet Street, 


28 
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Sponsored radio programmes 
a growing medium 


media in the Republic which 
has still to be fully ex- 
ploited is sponsored radio. 

Commercial radio is limited 
to Irish companies and the time 
available to sponsors is very 
restricted, Radio Eireann—a 
Government controlled service— 
has alloted the lunch-hour period 
on weekdays for sponsored 
shows, and of this time the best 
segments are 1.15- 1.30 p.m. and 
the post-news quarter-hour 1.40 - 
1.55 p.m. 

At the present time the station 
has six lunch-hour sponsors, four 
of them food products manufac- 
turers (one of whom operates on 
three days); the fifth is a maga- 
zine devoted to radio, and the 
sixth is a dyers and cleaners. 


Waterford’s 
Leading Newspaper 


“THE MUNSTER 
EXPRESS” 


A ¢ Hation in 20,000 #q. 
feet New Plant including 
16-page ROTARY PRESS to cope 
with Increasing Sales. 


Members of A.B.C. 


Vhe Advertisers’ First 
Choice 


LARGEST CIRCULATION 
IN SOUTH EAST IRELAND 


37 Quay & 1-3 Hanover; Street 
Waterford 


MIDLAND 
TRIBUNE 


Every Saturday... 3° 


First-class news service 
Numerous special articles 
Thorough coverage of Offaly 
(King's County), West Leix 


(Queen's County), North 
Tipperary and East Galway. 
Ind'spensib’e in any cam- 
paign that is to cover the 
IRISH MIDLANDS 
Specimen copy and rate card from 
Head Office : 


EMMET ST., BIRR, OFFALY, IRELAND 


By A SPECIAL CORRESPONDENT 


Radio Eireann has a seventh 
sponsor of very long standing— 
the Hospitals’ Trust sweepstake 
organisation, which has the 
special privilege of a nightly 30- 
minute segment from 10.30 p.m. 
Comparatively little use is made 
of live talent in these shows 
only one is a steady user of Irish 
artists; the balance of the pro- 
grammes are made up of gramo- 
phone recordings and, in one 
sc, a recorded show imported 
America. It is interesting, 
however, that Eamonn Andrews 
~fow Question Master on the 
B.B.C.’s “Ignorance is Bliss” pro- 
gramme—has for a long time 
been compétre on two of these 
sponsored shows 
In 1948, the last year for which 
detailed statistics are available, 
advertising programmes made up 
14°5 per cent of Radio Eireann’s 
total broadcasting time: the 
position is still about the same, 
although the station's attitude to 
sponsors is reported to be becom- 
ing. easier. Certainly the recent 


The installation is announced 
of more modern newspaper plant 
for the Munster Express, Water- 
ford. Important reconstruction 
has been carried out in their 
premises which are now among 
the largest and most substantial 
in the provinces. 

They now exceed 20,000 square 
feet of brick, concrete and steel, 
with slate roofing 

The plant is improved by a 
16-page rotary press and an auto- 
matic colour advertising ancillary 
to give stil] better service to ad- 
vertisers and to cope with in- 
creasing sales 

This printing machinery is the 


appointment of a Sponsored Pro- 
grammes Officer indicates that the 
authorities are taking an active 
interest in this side of broadcast- 
ing and do not propose to neglect 
it. Rates are quite reasonable— 
£20 per 15 minutes for a mini- 
mum of 15 minutes per week on a 
yearly contract basis (plus talent 
costs) when it is remembered that 
the estimated listener potential (in 
Ireland) is well over 1 million; 
this estimate is based on the 1948 
figure of a radio set to every 12 
persons in the country. There has 
been a very sharp rise in the num- 
ber of sets in use since 1948 so 
the figure may be regarded as a 
conservative estimate; air time is 
not available to advertisers on 
Sundays. 

It is reported that a number 
of firms have been nibbling at the 
idea of sponsored radio, which 
has certainly held its present 
sponsors for a long period, and 
it is probable that the next few 
months will see developments in 
this medium. 


“Munster Express” instals new plant 


biggest ever installed in a Water- 
ford newspaper printing and pub- 
lishing firm, showing. the confi- 
dence of the propriefors in the 
future in the newspaper field. 
Only a few years ago the 
Munster Express typesetting 
plant was improved by the 
acquisition of a Model 48 Lino- 
type with side magazines. 
Modern imposing surfaces, 
neon lighting and a lift and a 
completely new lay-out of plant 
are among other advances made, 
all contributing to speed and 
efficiency. In fact, nothing has 
been omitted to meet the exigen- 
cies of present day requirements. 


Flourishing Anglo-irish trade 


(Continued from 


of output and employment 
figures. The first year for which 
such figures are available is 1926, 
and at that time the gross output 
of all industries and services was 
£59 millions; the net output was 
£23 millions and the total num- 
ber employed 102.500. By 1947, 
the latest year for which figures 
are available, gross output 
£184 millions; net output 
risen to £66 millions and 
employed in industry numbered 
183,000. The number employed 
to-day is estimated at 200,000, the 

| highest in the country’s history 
The large scale expansion of 
industry, indicated by the virtual 
doubling of industrial employ- 
| ment in just over two decades, 
| has naturally not been without 


was 
had 
those 


page 4) 
influence on the country’s import 
requirements. The character of 
these requirements has, to some 
extent, altered, but their total has 
not diminished. Indeed, on the 
contrary, British industry has en- 
joyed in Ireland an increasingly 
valuable market, and the Irish 
contention is that any future in- 
Britain’s purchases of 
Irish agricultural products should 
and would—find its counter 
part in a further expansion in the 
outlet across-Channel for many 
classes of British industrial 
goods. The economies of the 
two countries are to a large 
extent complementary and a 
mutually advantageous increase 
in trade each way lies well within 
the reach of wise statesmanship. 
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ADVERTISING 
CAMPAIGNS 
CALCULATED TO 
‘COVER’ THE 
IRISH 

MARKET 


Sphere of Influence 
of 


Southof Ireland 
Publications 


as Cot 


oman 
CLONMEL. 


" vite 
; Wa euTa 
THE IRISH DIGEST is the ne 
leading magazine of contemporary Irish affairs. It is read by 
the middle and upper classes in Ireland and there is no other 
quality magazine of its standar! that can so effectively cover 


ee The Cork Examiner 
T H E - IR IS HO D I G E Ss T EVENING ECHO (Cir. 35,185) and wea cnet Gana (Cir. 30,500) 


London Office: Fleet House, 58 Fleet Street, EC 4 (Mr. A. W. Miles) 
y ) Fal Ltd, 9% Lower Abbey Street, Dubi ENeral 5793-4 
nted by Cat 5 Ltd, Parkgate F ting Works, Dublir 
LONDON ADVERTISEMENT OFFICES 
244, Salisbury Square House, Fleet Street, E.C 4 Telephone : CENtral 1152 3 Private Wires between London—Dublin—Cork 


re 
incomplece without 


Dublin Office 74 Grafton Street 


Whether you are a = THESE 
buyer. seller, manufacturer = 


Or distributor, use =. = = —_ || COV ER 25 


THE SLIGO| — Gao PF EFRE 
CHAMPION] PULLING POWER! Nig} scincsia 


Independent cover the 
as your advertising medium a 


TWO PAPERS 


prosperous counties 


As a business man it will pay Westmeath. Roscommon 


you Largest Circulation ir 


the North-West 9 Galway Mayo Sligo 

Longford Meath Leix 

Proprietors of re Qn S \\" 1] and Offaly, representing 

, | an aggregate population 

e eo) 4) ess | of 1,300,000 and the most 
(48 Years Strong) 


Read in every hourehold in Co. Donegal 


prosperous 25 of Eire 


i Derry. Tyrone. | ABC CERTIFIED AVERAGE FORT- include them in your 
eng a lg mabe NIGHTLY NET SALES JULY.-DEC, 1949 | 
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ADVERTISER'S WEEKLY — J/rish Supplement 


Aublin Evening sal 


| to 6 CORK HILL and COPPER ALLEY, DUBLIN H. D. V. GOULD 


Telephones : 776913 


Telegrams : ** Mail, Dublin 143-144 FLEET STREET, E.C.4 CEN. 2110 


Advertisements_.,. *“*MAIL” carries at present a daily 


average of 26 columns of Display advertisements and !4 columns of “SMALLS.” 
The ** Smal!s *' include classified columns for Articles for Sale, Articles Wanted, 
Motors, Motor Cycles, Houses and Premises to Let and For Sale, Situations 
Vacant, Situations Wanted. Domestics, Apartments Wanted and To Let, 
Cycle, Radio and Musical, Finance, Lost and Found, Tailoring, Dress and 


Costume, Furs, Jewellery, Photography, Miscellaneous. Rate Cards for 


Displays and ** Smalls '" may be had on applicatior 


PROWS GHG PICTUTOS 150 co vie ssinvte wich ts News 


well ahead with its Pictures. Local news and World news—it's all in 


the ** MAIL.”’ The pictures and reports cover a wide variety of subjects 


Politics, Fashions, Sport, etc., everything of interest to a reading publi 


We also carry Three Columns of * Letters to the Editor "’ daily 


Circulation Average daily net 76,000 and still pushing 


‘ its way up to meet a popular pub demand 
By advertising in the ‘EVENING MAIL” you wil! make daily contact 


with 76,000 homes 


PROPRIETORS : DUBLIN EXPRESS & MAIL, LTD. 
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CURRENT ADVERTISING 


Hedley, Byrne Third Agent For Gas Council: Biro’ 


Subsidiary To Market Cheaper Ball Point Range : 
Vaseline Liquid Shampoo, Pond Cosmetic To J.W.T. 


ACCOUNTS MOVING 


To Hedley, Byrne & Co. Lad: 
A section of the Gas Council 
campaign in national Sundays 
Bulk of Press advertising of the 
Gas Council continues to be 
handled by London Press 
Exchange Ltd., with architectural 
and building trade Press schemes 
going through E. Walter George 
Led. 


To G, S. Gerrard Advertising: 
Bijou Dress Co., Ltd. 

To New Era Advertising Ser- 
vice Ltd.: R. Fry & Co., Ltd, 
soft drink manufacturers (provin- 
cials). 


NEW ACCOUNTS ° 


To J. Walter Thompson Co. 
Ltd.: Vaseline liquid shampovo 
which is to be launched shortly 
by the manufacturers, Chese- 
brough Manufacturing Co. Ltd. 

Advertising for Angel Face, a 
new Pond’s Extract Co. powder 
cream, is due to start in May. 
Packages for both these products 
have been designed by the agency. 

fo C. J. Lytle (Advertising) 
Ltd.: Citizen Pen Co. Ltd., a new 
Miles-Martin subsidiary, which 
will make and distribute a 
cheaper range of bal! point pens. 
Campaign in selected nationals 
Starts in mid-June. 

To Curzon International Ltd.: 
Yeld’or Raiment Ltd, T 
Press and display material. 

To New Era Advertising Ser- 
vice Ltd.: M. Posner Ltd., Lon- 
don drapery stores. (Campaign in 
mail order columns of nationals 


and display spaces in London 
evenings.}—Sybille et Cie Ltd. 
blouse manufacturers (trade 
Press). 
NEW CAMPAIGNS 

For Onoto fountain pens 


manufactured by the Stationers 
Division of Thomas De La Rue 
& Co. Ltd., in national dailies and 
Sundays, 


London evenings, 
general interest magazines, 
selected provincials and trade 
Press Ads. and supporting 


point-of-sale material will feature 
a Pen Selector Album, containing 
40 samoles of hand-writing 
against which customers’ writing 
can be matched to select the 


correct nib. Agents: Doriand 
Advertising Ltd. 
For the Toni Division of 


Gillette Industries Ltd., a semi- 
teaser campaign in nationals an- 
nouncing the impending launch- 
ing of “the new Toni Home Perm 
Kit. Agents: Foote, Cone & 
Belding Ltd, 

For Morphy-Richards, to intro- 
duce a new vacuum cleaner, large 
spaces in Radio Times supported 


by spaces in selected national 
dailies and Sundays. Agents 
seston oode, Dixon & Hunting 
Ad 


For Morley Rogers (Feedrite) 
Ltd.. manufacturers of Feedrite 
baby feeders, in nationals, pro- 
vincials and women’s magazines 
from May to July.—For Easi- 
power Ltd., makers of electrical 
household appliances, in trade 
Press.—For Raymond Electric 
Ltd, manufacturers of radio and 
television sets, in trade Press. 
New Era Ady 


For Decopine wax polish made 
by Simoniz (England) Ltd., in 
national Sundays, general interest 
magazines and provincials. 
Agents: Robert Freeman Co., Lid. 

For Roger & Gallet Ltd., to 
re-introduce Jean Maria Farina 
perfume, full pages in general 
interest and women’s magazines 
Agents: Wilfrid Tisbury & Co., 
Ltd. 

For Nippvinap Paired Pack 
gauze and terry nappies made by 
Jacobs Linens Ltd., full and half 
pages in women's journals. 
Agents: B.. S. Caplin Ltd. 

For Chateau Livran Bordeaux 
wines, distributed by James L. 
Denman & Co., Ltd., in London 
evenings. Agents: Modern Adver- 
tising Co. 


F. Wrighton (not Wrightson) & 
Sons Ltd. have apnointed Spottis- 
woode, Dixon & Hunting Ltd. to 
handle advertising. 


U.S.A. Smiles At 


The sort of copywriting pitfall 
that lies in the path of a British 
manufacturer advertising in the 
United States is exemplified in a 
claim in a Daimler Car advertise- 
ment to which the Daily Tele- 
graph has drawn attention. 

Widely published in American 
magazines on the occasion of the 
British Motor Show in New 
York, the advertisement, which 
describes the Daimler as the 
“car of Kings,” claims: 

“This 36-h.p. custom-built 
masterpiece is the longest wheel- 
based car in the world, yet its 
great power, sunerb steering and 
suspension give it silken surge and 
easy handling of the racing 
automobile.” 


Designed B.1.F. Stands 

Stands at the B.LF. for H.-P. 
Sauce Ltd.. J. Wix & Sons Ltd. 
Milner’s Safe Co. Ltd.. Meredith 
& Drew Ltd. and the Sugar 
Manufacturers’ Association (of 
Jamaica) Ltd., have been designed 
by their advertising agents, 
Mather & Crowther Ltd. 


NEW ASSURANCE 
PRESTIGE ADS. 


A new prestige campaign for 


Industrial Life Offices (which 
have been threatened with 
“mutualisation™ by the Labour 


Party) is to start in mid-May 
Copy will stress the efficiency, 
flexibility and social value of the 
services rendered by the free 
enterprise offices to their policy 
holders. Industrial assurance in 
action will be illustrated with 
stories from the files of the 
various offices 

The Press schedule will inchide 
national dailies and Sundays, 
London evenings, selected maga- 
zines, London suburb papers, 
and a long list of provincial 
dailies and weeklies 

Agents are London Press Ex- 

Led. 


Rimmel Film Tie-Up 


Kimmel are a in con- 
nection with the Warner Bros. film 
“A Kiss in the Dark.” a com- 
petition which requires lady 
entrants to send in an imprint of 
their lips. Full exploitation 
backing will be given by Warner 
Bros. and R. S. Caplin Ltd, 
agents for Rimmel, have issued 
quad-crown posters and other 
display material. 


British Ad. Slip 


The Telegraph comments: “To 
the American motoring enthusi- 
asts this is one of the funniest 
statements they have ever read 
because under the American 
system of rating a car's power, 
36 h.p. suggests something in the 
midget class.” 

Following representations by 
the Telegraph's New York cor- 
respondent, future announce- 
ments will read “150 h.p..” the 
correct brake horsepower figure, 
which gives the right picture in 
the United States. 


L. COOKE 

In last week's issue, Mr. L. 
Cooke, advertisement representa- 
tive of Lliffe’s British Engineer- 
ing, was inadvertently described 
as advertisement manager. 
W. H. Bowers is advertisement 
manager. 


The Brevitt Shoes poster site | 


illustrated on page 120 in our last 
issue was prepared by Harris the 
Sign King, 182a, Shirland Road, 


Mr. | 


ADVERTISER'S WEEKLY 


REDHEADS 
Advertising 
Limited 


for their clients 
GeorGeE ANGUs & Co Lp» 


To inform all food manufacturers 
throughout the world of the advan- 
tages of the new ANGUS Green 
Stripe WEBBING which is speciaily 
designed for conveying Bread, Cakes, 
Biscuits, and all uncovered foodstuffs. 


FOOD MANUFACTURE 


17 Stratford Place, London, W.1 


FOOD MANUFACTURE ts one of the 
LEONARD HILL TECHNICAL GROUP 


Manufacturing 
Chemist 


Covers the manufacture of Proprie- 
tary Medicines and Foods, Cosmetics, 
Soups, Essential Oils, Toilet Prepar- 
ations, Dentifrices, Disinfectants, 
Insecticides, Detergents, Polishes, 
etc. World-wide circulation. 


LEONARD HILL TECHNICAL GROUP 


Manufacturing Chemist —W orld Crops 
Pewoleum — P 


All published at: 
17 Stratford Place, W,1 
Specimen copies on request 
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ADVERTISER'S WEEKLY 


The other fellow’s 
course may not 
always be yours- 
DUE. = oven. 00 stews 


and experienced advertisers use The 
SPHERE. They are impressed by 
the stability of this great illustrated 
newspaper and they know it brings 
results in sales. 


Now, with paper rationing at an 
end, they can ioe half-pages and 
full pages at reasonable sia Saal 
many of our advertisers are surprised 
to discover this new facility. 


Superbly printed, The SPHERE 
arranges advertisements with the 
care they deserve, and our adver- 
tisers who give preference to high 
attention value are impressed by the 
way they are seen in The SPHERE. 


We suggest that you use 


THE SPHERE 
and be SEEN! 


FRANK 7. DUNN, Advertisement Manager, 
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Commonwealth House, New Oxford Street, London, W.C1 HOL. Gags 


MEDIA SPACE RECORD 
For week ending Sunday, April 23 


London  daomn 
M ° & P length SPACE IN COLUMN INCHES 
ornings "anes ana EE Oe Se ee Se 
> wredia 
Evenings (inches) | Display | Classified | Financial | TOTALS 
Daily Express 2 za ij i ad 78 15 2088 
Daily Herald 42 x} 1.685 88) 2 1797 
Daily Mail 45 2x ft 2,322 135) 2.48) 
Daily M 2 13h * ty toy 23 = 
Daily Telegra © | 2x2 bore 1,740 mle 3.0524 
News Chronic a 2x} 79 45! 16 2 
The Times ob 22x 2 1,146 2,073 1,167 4.3984 
Evening News on 2x i j 1,269 2.677 
Evening Standard s8 sx 1 19505 74 is 2,747 
Star &) isp 1 1,434 we 2 1966 
News of the World 10 ax i 440 % _ is 
1 | @x2 $224 o ee sas 
People . ‘ 10 ae 458 
Reynolds News 10 2x 129 w +38 
Sunday Chronicle 10 wx i 575 . “u sus 
Sunday Dispatch 10 2x! a 27 “4 $37 
Sunday Empire News 1” 2 xt a] 3 588 
Sunday Express 10 y~ ae 4m 3 8 502 
Sunday Mail ny is xt $21 Ss 528 
Sunday Mercury 0 is x if 417 43 su om 
Sunday Pietorial 2 isjx | 513 513 
Sunday Sua 0 | ax tt 632° 10 = 642 
Sunday Times . WW 'Bxteorlh 464 w 3 se? 
Western lndependent 16 17 =x if 6g ita ' 743 
Provincial Mornings 
Aberdeen Press & Jnl, 34 2x if {| «(1,085 1,372 2,485 
Birrniagham Gazette 42 22x11 ase 1,019 5S | 1,924 
Birmingbam Post “4 ix 2 | 445 2488 133 a, 17 
Glasgow Daily Record 72 56 x 1 1,271 430 1,901 
Manchester D. Dis BLY 2x i iat 4i9 a) 1,380 
Manchester Guardian a2 3 x 2 1096 2,710 wo. 4,108 
Newcastle journal & 

North Mail 42 22 1,463 1,268 2 2,7 
Sheffich! Telegraph . 22 i 1,083 1,265 2 | 2376 
Westera Daily Press at x 2 eos | 3544 5,237 

. . : 
Provincial Evenings 
Aberdeen ff. Express os 1s it ote 810 2,450 
Belfast Telegraph w 25x 2 4,00) 1,832 $433 
Birmingham EF. Des. “ 2x ij 1,721 1,856 a» 3,003 
Birmingham Mai! 4a wx 2 960, 2,206 28 3,892 
Bolton Evening News if xi 1,078 1,676 27% 
Bradforg Tel. & Argus 42 22x 1 1,52 1,797 10 4,327 
Coventry E. Telegraph) 76 15g 1 | 986 1.370 4 3,380 

Evening News 76 15 x 2 1.616 713 2,329 
Edinburgh E. News “ 22x 1,292 2,327 - 3,619 
Glasgow E. Citizen 6 2x il 985 1,108 — 2,083 
Glasgow E News 72 18 x I 1,416 756 — 2,172 
Manchester E. Chrow Ss Ss «x I 1,491 2,612 4,103 
Manchester E News 16x i 1,464 2912 4,376 
Middlesbrough E. Gaz 76 is xt 1,725 1,165 2 880 
Newcastle E. Chron. M 6 x 1 1,804 1,568 3,372 
Northern D. Telegraph) 76 1Ssgx 1 1,178 1,650 s 2,836 
Sheffield Star so 156 x 1 1,500 1,530 3,030 
Ww . EB. Gazette Lo) 6x! 1,906 1,743 _ $649 
Yorkshire E_ Press 36 223™ 1 i,6it 1,070 lu 2,401 


it must be borne in mind when reading these figures tnat a large 
number of newspapers are still unable to accommodate all the display 
advertising offered them. 

in many instances classifieds are still published in “A” and “B” 
copies. Figures given here and on the opposite page represent space 
occupied in one copy 


FOR ALL CLASSES OF PRINTING consult 
THE WAYFARER PRESS 


14 HIGH STREET, WINCANTON, SOMERSET 
Telephone . 230! 


WITH A SERVICE EQUAL TO ANY IN LONDON 
* * UNSOLICITED 


Thank you very much for the 1 feel sure that ‘other ways will 
cficent way im which you have occur of Maintaining & commechon 
deah with the publication. and which has. 1 think been «a 
1 sincercly bope we shall continuc Pleasant onc for both parties 

is pleasant asociation “Fa 
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Berrow’s Worcester 

Journa! 10 meh 
——— News | 

Grou 3 1-4 «2 
Blackpool Gazette & 

Herald «| @ 6@x 
Bournemouth Thnes .. 10 2x i 
Brighton & Hove Gaz. 2 18 x Ih 
Bocks Free Press 10 22 x 14 
Chester Chronicle 16 mx2 
Cumberland News 10 ax Ih 
Darlington & Stockton 

Times 10 maxi 
Dudley Hi 8 x 1 
ERastbourne Gazette » 16 1 
Essex Chronicle «| > 6 x If 
Evesham Journal & 

Four Advtr, 10 24x 2 

te Advertiser... 10 a iY 23x2 
Hastings Observer le oat x1 
Herts Advertiser 10 x 1 
Hertfordshire Mercury 12 ; ee | 
L of W. County Press 10 “x2 
Kent & Sussex Courier) 10 2x 
Kent Messenger 0 | Mx 
Kentish Times 10 Mx 1 
Loton News & Bed- 
fordsbire 10 “ax 
Manchester City News | 16 17 ! 
Middlesex le | 
Senes 10 2x if 
Prescot & District 
‘ Ss |} 2x2 
Rochdale Observer ..| 16 4 x 
Rugby ry ~ | 22 x it 
= ¥ 
ai Yinchester| ox 1 
Somerset County Gas.| 10 2% x if 
Southport Visiter a ax? 
South Yorkshire & | i 
therham Advtr...| 10 x if 
Seuth Yorkshire ! 
os | @ | x n | 
» Exp.) 10 | x1 
St. Helens Reporter .. 2 
Comet ; ! 
Sussex Express | 10 
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Slough Estates London Centre Opened 


Slough Estates House, now 
equipped to be a display centre 
for goods produced on the Slough 
Estate. a sales and marketing 
Organisation, and a venue for 
buyers, was opened on Tuesday 
Occupying the Berkeley Street 
London. site of the Bath Club 
which was destroyed in 1941, it 
meorporates an attractive show 
room coverme some 4,000 square 
fect in which goods are housed 
m display windows, board rooms 
a conference room, and other 
offices 


The showroom houses an 
information and market research 
service, which, it is claimed, is 
equipped to investigate buying 
habits, trends of taste, and adver- 
tising media in overseas markets 
There is also a design service to 
suggest and carry out designs for 
trade exhibitions, and a products 
and packaging design service 
linked with the Council of 
Industrial Design. A_ reference 
library and a consulting publicity 
service have been started and will 
be extended. Mr. J. H. Pearce. 


export munager, ws in charge of 
the publicity service. + 

S Benson Lid. are the 
advertising agents for Slough 
Estates House 


“Heed Consumer,” 
Says Max Ritson 


‘Go out and listen to what the 
consumer has to say about a pro 
duct before attempting to write 
copy for it.” advised Mr. Maa 
Ritson. speaking on “Copywriting 
for Direct Mail.” at the tea-time 
talk of the British Direct Mail 
Advertising Association, at the 
Waldorf Hotel last week 

Mr. Ritson quoted examples of 
good advertisements which had 
arisen out of a copywriter’s close 
contact with the 
the Guinness campaign, he said. 
an agency's representative had 
visited public houses and heard 
such comments as “A littl of 
what you fancy does you good” 
and “Good Health.” The out 
come was the slogan 
is good for you.” 


| 
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SPECIAL 
NUMBERS 


for the business seeking 
Manufacturers of 


i 
} 
| 


' 


| 
\ 


consumer in | 


— ' 
Guinness 


EQUIPMENT 
on 
3rd May 
B.LF. and EXPORT NUMBER 


with a guaranteed extra 
Foreign circulation of 2,000 
copies. 


10th May 
2nd B.LF. ISSUE 


giving first impressions of the 
Fair. 


7th May 
3rd BLE, ISSUE 


summing up the Fair. 


i3th September 
EXPORT NUMBER 


to follow up the issue of the 

3rd May which again carries 

with it a guaranteed extra 

distribution of 2,000 copies 
abroad. 


for full particulars apply to 
HARPERS 


Sports and Games 
% Lioyds Avenue, E.£.3 


ROYAL 3838 


ADVERTISER'S WEERLY 


FOR OIL COLOURS 


WATER COLOURS 


POSTER COLOURS 


GHOKRGE ROWNEY & CO LTD 


© PRRCY STREP? LONDON wr 


SMR SCREEN PRINTING 
" PLASTIC MATERIALS 


| Originators of silk screened | 
Barrel Covers, as ee : 
Guinness, Barclays, 

etc 


Silk Screen Printing in bulk — 
| snakeskins, tartans, motifs, etc. 


‘DELMORE LTD. 
| 400/006 mam anae. o CHISWICK | 


Telephone Citlewick 4890 6194 


HARROW 
BILLPOSTING 
COMPANY 
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ADVERTISER'S WEEKLY 


THAT R, A. F. Williams, adver- 
tisement director, Condé Nast 
Publications, has left for the 
U.S.A. on a six weeks business 
visit. 

* * 
THAT two parties of members of 
the British Display Association 
will visit the British Industries 
Fair and discuss stands and pre- 
sentation “on the spot.” 
* * * 


THAT when Doris Richardson, 
of Norman Kark Publications, 
said at a luncheon last week that 
women could sell better to 
women, E. Searle Austin, of 
W. H. Gollings & Associates, 
countered with “Every man sells 
himself to a woman—therefore 
men must do the job better.” 

* * * 
THAT C. Mark Floyd, director, 
Tibbenham Publicity Ltd. and 
chairman of the Regent Adver- 


“tising Club public speaking sec- 


tion (who spoke on the bliss of 
bachelordom in the recent con- 
test against Berks and Bucks 
Club) is to be married at the end 
of May to Kathleen Stevens, 
until recently persona) secretary 
to George Royds. 


Seals for 
every 
purpose... 
paper seals, 
foil seals, 
metal seals ... 
in one colour 
or many... 


at keen prices 
for quantity 
production. 
Samples free on 
request. 


LITHEMBOS AND 


We Hear— 


THAT Colin Laird, director of 
Erwin, Wasey & Co., Lid., leaves 
for the US. at the end of the 
week. He will make a coast to 
coast trip, to study advertising 
developments and marketing con- 
ditions. 
* _ * 

THAT “Freddie” Harradence is 
to leave the nursing home at East 
Peckham, Kent, to-morrow, 
Friday. He will go to Brighton 
for a chort visit. 

* 


THAT — Seymour, of the 
Warren Seymour Co., played 
Rough in his village dramatic 
society's production of “Gaslight” 
last Thursday, Friday and 
Saturday. And— 
+ * * 
THAT his son Keith was partly 
responsible for design and build- 
ing of me sets. 
* 

THAT Reginald S. tinder, Press 
officer of the Gas Council, gave 
a talk on “The Press” to the 
North London Gas Salesmen’s 
Circle recently. By courtesy of 
the Press Club, original copies of 
the first British newspapers and 
other priceless documents were 
displayed. 


METCRAFT SEALS 


FAMOUS FOR 20 YEARS 


WALSALL LITHOGRAPHIC CO LTD 


MIDLAND ROAD : WALSALL 
LONDON - EC4 


29 LUDGATE HILL 


F. W. Thomas, chairman, Star Process Engraving Co., takes off his 

coat to cut the cake at the company's 30th birthday party, held in 

Manchester on April 14. During the evening he was presented with 

a silver salver from the sales and office staff, inscribed “To the Old 
Man, with best wishes and kindest thoughts.” 


THAT Brian Crozier W 
general manager of the East- 
bourne Courier, is chairman of 
the Eastbourne Round Table 
Quaint Dog Show, to be held on 
July 8. 

* * * 
THAT W. J. Dyer, an executive 
of South African Publishers Ltd., 
Cape Town, proprietors of South 
African Industry and Trade and 
South African Merchandising, is 
here on a short business trip. 

* * * 


THAT Arthur Preston, London 
advertising manager, Belfast 
Telegraph, has been inducted as 
president of the South-Eastern 
groun of the London Baptist 
Association. 
* . 
THAT two paintings submitted 
by R. Spencer, London sales 
representative of the Autotype 
Co., Ltd, have been accepted 
and hung at Burlington House in 
this year’s Royal Academy Exhi- 
bition. 
. * 
THAT W. Aldersley, who is a 
member of the Advertising Club 
of Oxford, is in hospital, having 
undergone a serious operation, 
and is likely to remain there for 
some time. 
* * * 
THAT a large box containing 
the collection of jokes compiled 
by the late H. Cecil Taylor is 
now in the secretary's room at 
the Regent Advertising Club. 
And— 


* * * 
THAT Kenneth Pounds, hon. 
secretary, and Mrs. M, E. Farns- 
worth, secretary, have been re- 
markably cheerful of late. 

* * * 


THAT Martin Pettingell, formerly 
of ADVERTISER'S WEEKLY, now 
a staff reporter with Thomas's 
Shropshire Press Agency, was 
married at Sutton on Saturday to 
Ann Reynolds. 
* * * 
THAT the 100th Manchester 
Corporation bus to carry outside 
advertisements appeared in the 
city last week Robert Y. 
Slaughter Ltd., the contractors, 
have used every available moment 
to achieve this total so soon. 


THAT Peter Trippe, advertising 
manager, Electronic Services Ltd.. 
has written a book, Unfinished 
Letter, shortly to be published 
by Saturn Press. 

* * - 

THAT Llandudno publicity man- 
ager, F. W. Jefkins, keys al! Press 
advertisements by using his name, 
with different initials for each 
newspaper. He believes this per- 
sonal touch is better than the in- 
formal method of keying up room 
or department number. So far 
he has 47 different sets of 
initials! And 

. * * 

THAT Liandudno’s Press adver- 
tisements have produced over 
32,000 requests for the Holiday 
Guide, the best result being 1.309 
replies from a single column inch 
in The People. 

* * * 
THAT a first-class diploma and 
badge of honour has been 
awarded by the executive com- 
mittee of Lima Trade Fair, Peru, 
to Dunlop in South America for 
their stand at the fair. 


ADVERTISING 
DIARY 


Friday, April 28. 

Pustciry Civus oF Lowpon 
Internationa) 
Savoy Hotel, 


“Lit'e Journey.” 
Wool Secretariat. 
London 1) om 
y, May 1. 

Pusucrry Civs oF  Lonpon 
Gerald Barry on “The 1951 Exhi- 
bition.” Waldorf Hotel. 6 p.m 
May M 
Incogposatep Sates Manors 
ASSOCIATION 
Connaught Rooms. 12.30 p.m 


Test Final Waidorf Hotel. 


6.15 om 
w 5. 

REoen ADVERTISING LuB 
Annual mecting. Roya ety of 
Arts Hall, John Adam 

2. 615 pb 


m 
Pumicirry Cive oF NorerTH 
Wates Vist to North Wales 
Weekly News, Conway. $45 om 
InstrruTe oF Pusuic RELATIONS 
Alec Bristow 


nning Centre. King 
Street, Covent Garden. 12.45 p.m 
Therscay, Ma: 
Aserpers Puseticiry Cie 
Evening meeting Witioughby F 
“Advertising in India 
To-day.” Royal Athenzum 
ApverTising Assoctarion. Lon- 
cheon. Lord Mackintosh on “The 
ore Convention.” Ciaridges Hotel, 
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Present HOUSEHOLD Advertisers include : 


ACME WRINGERS ANGLEPOISE LAMPS BMK CARPETS & RUGS . JOHN BOND'S MARKING INK . CARDINAL POLISH 

CLIPPER STAIR CARPET HOLDERS . COBRA POLISH COURTAULDS . DRUMMER & JIFFY DYES . EWBANK CARPET 

SWEEPERS . HORROCKSES . G.R. HUTTON & CO.LTD. . SAMUEL JONES “BUTTERFLY BRAND” DECORATIVE FRIEZES 

LINOVENT . R. & A. MAIN . MIN CREAM . NEWMAID . PAROZONE . PERSIL . PHOENIX CLEAR OVEN GLASS . PRESTIGE 

CUTLERY . PRESTIGE EGG BEATER . PYREX BRAND OVEN GLASSWARE . RINSO . RUFFLETTE CURTAIN TAPE . SANIPAN 

PETER SHEPHERD CARPETS . SINGER SEWING MACHINES . SPARWICK . THERMOLECTRICS VANTONA BLANSHEETS 
VIM . VULCAN GAS COOKER . WALPAMUR . ZENA WAX POLISH 


George H. PHIPPS, Advertisement Manager 
LUTTERWORTH PERIODICALS LIMITED - 35 John Street - Bedford Row - London - W.C.) 
Phone: CHAncery 6151/2 
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ADVERTISER'S WEEKLY 


PUBLICATIONS NEWS AND NOTES 


e . 
Chemist's Full Page 
In “Derby Telegraph” 
Harts the Chemists (Derby) 
Lid. recently took a full-page in 
the Derby Evening Telegraph & 
Express for a composite adver 
lisement centaining announce 
ments for Brylfoam, Max Factor. 
Goya. Tryst, Coty, Pond'’s-—-for 
which they are local agents. and 
a beauty competition 


The “Machinist” 
Jubilee Party 


The representatives of most o! 
the ten manufacturers whose ad 
vertisements have appeared con 
ustently in The Machinist since it 
viarted SO years ago were among 
75) guests at a party, given at the 
Savoy Hotel, London, last week. 
to celebrate the journal's jubilee 
Mr. A. van Goor, managing 
director, MeGraw Hill Publishing 
Co., Lid., received the guests 

Two of these manufacturers 
Charles Taylor (Birmingham) 
Lid.. and James Archdale & Co 
Ltd... took space in the jubilee 
issue of The Machinist, which 
was three times the size of a 
normal issuc, to lustrate thei 
advertisements in the first issue 


Puille Aad Busineve: 
“Future” Article 


“Does Britain belheve in busi 
ness?” is the tithe of an article 
in the April issue of Future, 
which discusses the need of 


business generally for better pub 
he relations 
Based on a poll curried out by 


Social Surveys Lid. the article 
shows that, while there is some 
coulwill towards industry, there 


is much opposition to mt, and 
generally speaking. opinions held 
hear sume relation to the trend 


of political fecting in the country 


With its March-April issuc. The 
Young Farmer, journal of the 
National Federation of Young 
Farmers’ Clubs, celebrates its 
Zist birthday Of the hundred 
pages plus covers, about half are 
advertisements, mainly of farming 


equipment and foods 

The first issue of The Pen- 
sioner’s Pictorial, an cight-page 
monthly newspaper (16) im. 


lt in} for old-age 
appeared last week 
was 15.000 

approximately 
advertisements 
Pensioners 


pensioners 
Print order 
The issue contained 
hall a page of 

Publishers are 
Pictorial, 113 Shoe 
Lane, EC 4, editor Mr. Eric 
Cant advertisement) = =m™Manager 
Mr. A. Lestey Whitake: 


” 
issuc of 


April The Statist 
carned a separate special supple 
ment on the ol industry Pro 
duced in co-operation with the 
Petroleum Information Bureau 
the articles, though anonymous 


are authoritative. Of the 24 pages 
two 


are advertisements 


With the object of publicising 
aspeerts of the Festival of Britain 


a new monthly publication, to 
appear mere often nearer the 
time of the Festival, is to be 
launched next month Tithed 


Festival News, it wil! be of large 
new spa per with 12-6 
pages will carry hotel und cater 
ing advertisements, will sell at 6d 
and will be on sale overseas and 
at home Editor is Mr. W. I 
Dixon; publishers. Jupiter Press 
Sanderstead, Surrey An adver 
tnement munager is to be ap 
pointed 


format 


Issue 4/50 of The Ambas- 
sador includes a feature on the 
Canadian International Trade 
Fair and a “Thinking Ahead 
supplement discussing trade. m 
dustry, and finance problems 
It contains 182 pages plus covers 


about 120 are advertisements 
World Christian Digest. pub 

lished by Pathfinder Press. has 

changed from bi-monthly to 


monthly publication 


Three supplements issued 
with = the April number of 
American and Commonwealth 


are 


oO 


Visitor, which is itself a special 
Scottish edition The supple- 
ments. cach on different coloured 
pauper cover Stoke-on-Trent 
Wolverhampton and Slough 
Trading Estate. and are each of 
four pages 

Advertisement utes of the 
quarterly, Wild Life, have been 
mereased. Miss A. E. Bagshaw 
formerly advertisement represen 
tative. has been appointed adver 
tisement Manager 


Some fifty articles on tech 
nology. home industries. overseas 
activities, and finance are included 
in the April Vimes Review of 
industry. Of the 96 pages plus 
covers, about a half are advertise- 
ments 


“AD. WEEKLY” ON. 
MICROFILM 


ADVERTIon®’s 
"agreement 
oo Make «& 
ioterested partics tesucs 
annually im microfilm form 

Sales ( microfilm copics are restricted 
subscribing to the regular edition 
of Apvenrtisen ss Wrrary Copies are 
only distributed a 6the «Gendt «Cf the 


Wrraty bas cOtered into 

with University Microfiion 
jlable to libraries and other 
of the publicavion 


' 
Microfftm tw furnished 
mirofiio 
conmcer*intg 
mactohtim 


m metal reels 
suitably labelled 
purchase ot the 
should be disected 


Enquirics 
journal on 


Legal and Gazette 


New Companies 


Aycliffe Pree ttd Art nequ amt 
femur and loge tere! «prettier N 
imital ’ Ihrectom Rf 
mt ‘ 
Aehrey W. Hammond ftd.. Spocw 
farm, Horsham. Sussex 


mracthws am 
Nomina apital io Director: A 
Hammond Miers ! ! Hammond ond 


Flow. Neo taquipment itd, 10%a 
Cannon tia ! xauiVe aod eo 
plon letters patem Ff ne wns 
eqUIPpMEM oF © ad ming 
. ther pur very spital 
clin Direet com L bemstecad 


Phere we Publier 
pritters, graplcrs Numna apita! 
10) Dre ‘ rw Allerton ! 
Simons ) 8 Ward 
Kenseth Mart Tid. © Blond Lan 
Stoke DY Aberoon Cobham Surrey 
Manulacturers of and dealers ' 
alvertising newveltics f al Koneds 
Lio Threctors 
Yr tow, (bak bal 
». Surres 
News Services Led,, ] 
‘ wspanc 
holes aml monters 
€) nn Uw WN 
SS « Thy (. ! 


Waystaad Press 
“ ‘ ep 


WAPAper 


srl ish 
Drrecton r « 
Jackson 

t. MM. there & Co., Ltd. ©9 Brixtow 
Rowd SW Art tig nd = eolour 
winters Nometa ary 4100 Director 
tM. Tharn and Mey & Tharn 

(The above-mentioned parti of 


new companies recently registered are 

taken from the Daily Register compiled 

by Jordan and Sens, Lid Company 

Registration Agents, 116 Chancery Lane 
Lendon, W.C.2.) 


CROsS DISPLAYS LTD. 
WINDING UP 


meeting cod 

(* Diss t 1 ‘ 4 
St aryl , CTS 
held om M f M ¢ ™m, son 
avermtant fom eourver sated that 
the Many Was tnmourporated April 
946. with a nominal and issued capital 

»*O ‘ ake ver the Pust ness 


tw 6«University Microfitms. 13 N. Pies 
Street. Ann Arbor Michiwan. U S.A 
previously known a Cros Displays 
tow £250 in shares 

The company's mam work conmsimted of 
window dixplay advertising, construction 
ond erection of cahbthinen divplay stands 
~wayine of oto venctes sad) 6Sen 
writing 

in the men of the diwectows the 


allure «of the company was duc tk 
insufficem working capital. losses incurred 
im spraying motor vehicles and ww error 
m costing 


The statement of affairs disclosed un 
£2,366 


secured liabilities oF and in 
addition there were preferential creditors 
for £426 The assets were capected to 
produce £407 The (Official Receiwer wid 
that ne effective figure had been put im 
the statement t affairs regarding th 
Jebhenturs 

\ residethen wee pascd for the 


sprointment of Mr A 
f Frances Nicholls 
fegertda tor 


Crranville White 
Whit A Co as 


BANKRUPTCY 


The first meeting of creditors of Dunatp 
Greoear Pout 1S Northampton Park 
publishcy and = printer 
was held recently at London Bankruptey 
Ruiidings. Carey Street, W.C.2, when the 
matter was icft in the hands of the Official 
Receiver as trustee of the estate 


CREDITORS’ MEETING 


Devon Preermommais Lro Domagten 
Norfolk Sweet, Strand, W.C.2 
meeting of creditors w-day (Thurs- 
at Columbia Howse Aldwych 
London, WC? 


day) 


DISSOLUTIONS OF PARTNERSHIP 


Cremso~n EwRenneaG and Maynary 
FeANKLIN. trading as The Star Printing 
” * Kilburn High Road. London 
N We March 10 

Hasey Watkeer Owen and Poem 
Maaston RUDLAND a George 
(wen A Son, prenters fufacturme 
statipoers, 11-15 Florence Street, Birming- 


mm March i! The business will be 


Henny 
vd Bruct 
Ernest Threlfall 
minders. etc amd as 
Biliposting 
Towngate 
ins 

Alired 


prioters and book 
Leyland A District 
Co billposters 3 and § 
Leyland, Lancashire. July 4 
consequent upon the death of 
Ernest Thretfal! 


Armen 27 


PRODUCTION 
QUIZ 


(SEE PAGE 168) 


The Answers 


ivsy 


1. Edward Johnston 

2. fc). 

3. Uf the range of tones is tov 
close, the desired gradation 
can quite casily be lost as a 
result of the half-tone dots 
flattening and filling in dur- 
ing stereotyping or during 
printing on the compara- 
tively rough surface of news- 
print. 

(a) Corvinus, designed by 
Imre Reiner, is named after 
Matthias Corvin, a King of 
Hungry 

(b) Memphis. one of the 
slab-serifed Egyptian faces. 
(c) Bodoni. named ifter 
Giambattista Bodoni 

(a) A dandy, which is a 
cylinder of wire gauze on a 
paper-making machine, im 
parts the watermark on the 


- 


” 


paper 
(b) A doctor, which is a 
flexible steel blade on a 


photogravure printing mach 


ine, removes the ink from 
the surface of the screen 
lines and other unetched 


portions of 
cylinder 

(c) Space-bands. which are 
ancillary parts of a Linotype 
machine automatically justify 


the plate of 


the matrices to the correct 
measure e.g. column width 
6A “bolt” is the technical 


term for the untrimmed 
folded edge of a sheet of 
paper “Bolts” sometimes 
appear at the head and on 
the foredge of a periodical 
or book which has not been 
trimmed correctly You 
would, of course remove un- 
desirable boks” with a 
paper knife or similar instru 
Thent 
7. 1647 
Approximately three 
andths of an inch 
They have all used wood as 
a medium of illustrating, in 
the form of woodcuts or 
wood engravings 


x 


thous- 


. 
<= 


CHANGES OF ADDRESS ete. 


The public relations depart- 
ment of Foote. Cone & Belding 
Ltd. at $2 Charles Street, W.1, 


has joined F.C.B. head office at 
27 Hill Street, W.1 
2 ‘ al 
Good Humour Advertising has 
moved to Pershore Street. Birm- 


ingham 5 Telephone Midland 
2257 
* > > 
Telephone number of the 
Kingham Advertising Agency 
Lid, has been changed to Wel 
beck 1200 
. > > 
The telephone oumber of! 
Charles Peat Advertising Ltd. is 
now Leicester 60014 (night, 


Leicester 89844) 
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CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT %. per ine. APPOINTMENTS WANTED 
a one Hee and & to be paid for. 
Lad 


McCANN-ERICKSON 


LIMITED tmertions MUST BE PREPAID. Address “ Advertaar’s Weekly,” 186 Pieet Street, 
Leades, £.C.4. ‘Phoue: Chancery 9544 


Regtered Practtoners 6 require a 
ReneS APPOINTMENTS VACANT —— 


have vacancies for 


PeMALt CUPRA for Copy Detar 
ACCOUNT innnm be eo gern Ren | STUDIO BRIGGS LTD LAYOUT ' 
writs 308 lab age capt * 
7 x — _ U T 1 Vv t solar CL —,- 4 % ; Comoe Lid require 
who can secure new business EXPERIENCED LONDON SPACE. 2 First Class ARTIST 


SALESMAN ‘for weekly prritonts 
VISUALISER cease wn, god sary “oorct RETOUCHING ARTISTS experienced 

“Ty 6 om vt sartive 
with ideas and knowledge vec capericnce, vommneratxin required | First Class 


an N. / rtisin 
of typography Box (97 Ad. Weekly 180 Pleet St BCS LETTERING & GENERAL ational Advertis & f 
COPYWRITER a i i ~ pl E+ : ARTIST 


PerMancm powitien for aiiuMe man APPLY 
1 Apply Sales Manever, Pecorter Hous 
advantage if slight technica SE deen Chemn Saaek Only experienced first class 
knowledge Londus, N.1%.. “Phone CL) ov" men need apply 110 Jermyn Street, $.W.! 
EXPERIENCED ACCOUNTANT x 
WILSON HOUSE, Panton St., Haymarket quired by London Adverusing Agency Phone for appointment WHITEHALL S411 fe 
$.W.1 Telephones : Whitehall 9370, 3565 to comrol accounts dept. Kaowledac MUSeurn 8434 
of ametey work an advantage Dut not ; 
emential Good salary and excellent MANAGER BEOUIRED for fd cxteh | > 
= rer, AND GPNPFRAL ARTIST prospects for the fight man Write ADVERTISING. Chict Cama re Provincial Advertming Agency | 0 
¢ be tail Anenenced Box 184 Ad. Weekly 180 Plect St EC4 weed = fe keortshing blcet Street e y * C rnnttes Mes teve com a 
Oa we Phone Temple Bar 2730 weok neridkal Cireulewon (A.B) olete ofl rownd keowledge of Agency a 
+ call between 12 and | o clock oer 1959.00 5 ore ‘PPpertanity for practice and capatlce of interviewing 3 
Seudio «6 Productions) «Lid 6S Long HAR RO DS young Man with cnterprme and fire Present and prospective cheomts Goad ? 
: . ce tall Clerk with clams = expertence Preemt staff know salary | 
require 4 my De a 
sound production know!cdac Abk of this advert Chive tall particular Row 191 Ad. Weekly 186 Tlee, Mt EC 4 
© supervise prim in all stages ~ ontidence taune salary expected Ait, BOUND ; 
* . rich. of a ember ~d - ‘. tayenst 
Hf ntacercd yee ene Write stating Box 201 Ad. Weekly 180 Picet % BCS making rowwined by wade “journal pub | 
ictalla and salary required to WANTED in Gloucestershire, Make Com ishers, Good working condition: and | : 
~ TAFF MANAGER mercia! Retoucher, Experionced in A orespects Write for « : 
s Brush Machinery wa detat of previews cuperienc { ; 
44 Hans Crescent, London, $.W.! Box (89 Ad Weekly 180 Deer S POM fox 17% Ad. Weekly 140 Fleet & Oe | 
LAYOUT MAN, wth knowledes of PRODUCTION. Vacancy ocoun in é 
SPACE SALESMAN, Prouctiin jour ADVERTISING. Young man, anc ‘vypoaraghy requircd immediately for London Agency for youms man, ag oi 
+t ulatin t) = checutives equires approximately 1921. required by West weanisation spevwlning m the pre approsmmately 20-2 who hee com : .) 
«ivortrame space salesman for Midlands tod Adverysing agency te take ohare junction of sochmea!l catalase for te micted National Service amd bas previous ; - 
and Nowth Generous commission and of Copy Despatch departmen: Pace! building and allied imdestrics Phoase Agcmy caperneticx God opportunity : 
Prmowtunnt to buid up hie icon lem prospects. Write fully age. capers give brief details of cuperience and two Progres Write in comfidence stating | 
for men with faith in bw own abil; ence and salary required to salary required age. cxperiooce and salary required te : : 
fox 1% Ad. Neekly 180 Fleet St EC 4 Box 172 Ad. Weekly 180 Pleet Si Bt 4 Box 187 Ad Weekly 180 Pleet Se BC4 Box 17! Ad. Weekly 180 Fleet & br4 7 
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4 WANTED NOW MARKET INFORMATION ; z 
SERVICES LTD. & 


AGENCY have @ vacancy for an 
PRINTING DEPARTMENT ASSISTANT RESEARCH 


EXECUTIVE EXECUTIVE 


ee ee een eee 
‘ 


MINIMUM SALARY £850 Aged preferatly between 23 and 30, he must have : ; 
had sufficient experience in this field to be able to 
A Farner & CROWTHER LID. want a knowing and plan and carry through (under supervision) routine or ‘ 
- indomitable Jack of several trades for thes small-scale enquiries, and to assist with larger-scale 
Printing Department. He will attend Plans Boards and technically more complicated projects ; 
and meet clients. He will interpret the Creative He must also_be able, at least potentially, to produce 
. Section and the Buying Section to each other a clear and concise report to the standard which we 
t sympathetically but realistically, from his practical lead our clients, and their advertising agents, to expect 


knowledge of both functions. He will work closely Applications (which will be treated confidentially) 


should give details of education, experience and 
present salary, and be addressed to 


with Account Executives and the agencys own 


Creative Department to ensure the appropriaic 


correlation of print and advertising. He must have 
had agency experience MARKET INFORMATION SERVICES LTD. 
1 Old Burlington Street, London, W.1 


. 4 We sometimes have vacancies for troinees and beginners. But not just 
NS. MA & CROWTHER LTD. LPA 
x. AT AcE: & ao . ot the moment and net, please 19 answer to tis odvertisement 


A ppttcation a writing, should be addressed to 


BRETTENHAM HOUSE. LONDON, WC? 
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Apa 27, 1950 


CLASSIFIED ADVERTISEMENTS | 
| 


EXPERIENCED 
GENERAL 
ARTIST 


Required by 
Expanding Studio 


Please write in the 
first place giving details 
of experience and 
salary required to 
CYPRIEN - PRATT 


STUDIO LTD. 
13-14 New Bond St., W.! 


A FIRST CLASS Genera! Artim required 


Previous Agency Studio experience 
essential Permanent Position five 
day week. Call or write Crane Pub- 
heity Lid., 5/9 Quality Coun, Chan- 
_cery Lane, WC 2 
ARTIST. Commercial Siudio in War 
End reqwres a_ further Fire Class 


General Artist 


The position will carry 
* Aan Sa ary 


with Meal wotsing con 


ditions Write fully, incuding age 
experience and salary required 
Hox 214 Ad. Weekly 180 Fleet St BC4 
A KEEN, compete and cxperienced 
letiering =Artist (male) is required for 
general Nditoria! work on a progressive 
‘jroup of Women's Magazines, Koow- 
‘edge of typography and layout an 
ad) antage Appliants are invited w 
write, giving full details of past experi 
ence. and stating salary required, to 
Box 186 Ad. Weekly 180 Fleet St BC4 


AGENCY STUDIO MANAGER 
quired with sound experience in 
Practice of advertising 
Presentation Capabe of 
slick roughs and finished artwork 


Write 
to John Halifax {‘1d., 
Leicester 


| righ 


PUBLICITY WANACER; Publishers oF 
periodicals offer appointment 
| cfeative ability 

| with the energy and drive to implement 


aks an 
to man of ideas and 


them Must be 
accustomed to 

| Previous simi‘ar 
contacts essential 
of age 
required to 
Box “08 Ad 


good 
working 
capernence 


visualiner 
with 


techmique and 
producing 
Good 
salary and excellent opportunity for the 
Mating age and 


artists 
and prew 
Write, giving detai's 
education, experience and salary 


Weekly 180 Feet St BC4 


RCN 


TYPOGRAPHER 
WANTED 


We are looking for a man to work 
in our typographical section. He 
will be engaged mainly on adapta- 
tions, plus a certain amount of 
master settings for press advertis- 
ing. From time to time he will 


handle t7Pegrephy for printed 
m je must know the 
te ties of type and should 
hav good layout sense. Write 


ves 

giving roll particulars to 

ART DIRECTOR, R.C.N. LTD. 
164 Strand, London, W.C.2 


SALES PROMOTION MANAGER 


of an estabished paint 
in the London ares 


have an_appreciaiion of the uses 


| 
in technical advertising exhibition 
work et Applications giving 
age, cxperience, education 


ex. wo 
fox 199 Ad. Weekly 180 Pleet St BC4 


quired for the Industrial Sales Division 
manufacturer 
App'icants should 


Marke: Research as well as experience 


PRINTING & 
NATIONAL 


cesses : 


PRODUCTION 
ADVERTISER 


in 
N.W.10 
Requires an experienced man to 


look after printing and production 
of all forms of advertising material. 


Must have knowledge of all pro- 
agency experience an ad- 
vantage, age 28—32. 


Salary according to experience. 


Box 195 
Advertiser's Weekly, 180 Fleet Street, London, E.C.4 


EDITOR REQUIRED for well-known 
bi-monthly Journal published by large 
Industnal Organisation Will be re- 
quired to edit contributed matcrial and 
tw do & cemain amount of writing him- 
self. Must have experience of magazine 
layout. technical work involved and 
Publication management. All app'ica- 
ons wil be treated in strict conficence 
Box 207 Ad. Weekly 180 Fleet St BC4 


EXPERIENCED 
ARTISTS 
WANTED 


1A top-liner possessing the ability to 
create first-class visuals in black and 
white, and colour and finished art work 
of an exacting studio standard. Exper- 
lence of Agency practice would be a 
recommendation, but is not essential. 


2 That studio treasure known as “a 
good all-round man". His command of 
studio technique would enable him to 
handle a wide range of interesting work. 
Both jobs corry gpod salaries plus the 
advantage of working a S-doy week with a 
good team of men in a congenial atmos- 
phere 

Apply : 

HAWKE STUDIOS LIMITED 
22 CHENIES STREET, W.C.! 

Telephone : Museurn 7441-1181 


CREATIVE ARTIST wanted 


SILK SCREEN ARTIST 


for first- 
class printed maticr, mainly Labels and 
Showcards New and practical ideas 
required Knowledge of printing pro- 
cesses importamt. Apply im first instance 
with details of age. training, exper ence 
and samp'cs of work State sa ary 
required Walsall Lithographic Co., 
Lid.. Midland Road. Walsall 

required for 
organisation. Must 
sick roughs 
and good, all-round finished work, and 
have had at least + years’ practical 
experience in working for silk screen 
reproduction Apply in the 


instance without specimens giving 
details of experienc salary 
expected, to: Staff Drector, Display 
fan Led.. 14/19 Great Chapel Street, 
owdon 


My Er LASS ADVERTISING REPRE. 


SENTATIVE required for old estab- 
tisbed trade and technical journal. Age 
under 45. Superannuation. Stare salary 


required 
Box 163 Ad. Weekly 180 Fleet S: BC4 


FURNITURE ARTISTS 


Hugh White Studios require first- 
class Furniture Artists Only 
experienced men for press and 
catalogue work considered. Write 
in first instance for appointment. 


6 CAVENDISH SQUARE, LONDON, W.! 


YOUNG MAN 


YOUNG MAN, age 22 


IN LIVERPOOL. 


required as Printer’s 
Estimator and assistant to Works Man- 
ager To be acquainted with the 
M.P. Costing system. Apply giv- 
ing full details in writing to A. Quick 
& Co., Lid. Clacton-on-Sea 

requred by W. T 
Heniey'’s Telegraph Works Co., Lid., 
as Adverining Assistant in their City 
window display 
work useful Artistic originality mot so 
essential as aptitude for adapting stan- 


dard displays tw traders premises. 
Opportunities for other advertising 
work according to abilities Write, 


giving particulars of experience and sal- 
ary required to Staff Officer, Milton 
Court, Dorking, Surrey 

Adverusing and Sales 
Manager of Nationally known Com- 
pany requires young man (aged 20-26) 
as Personal Assistant. Dutics will be 
primarily to conduct correspondence 
with outside sales force and to assist 
with catalogue production. Must be of 
good personality. willing and adaptable 
Permanent and progressive post to right 
type Full ——7-y education 
experience and 

Box 164 Ad Weenly” 180 Fieet St EC4 


COUNTY BOROUGH OF 


BLACKPOOL 
ATTRACTIONS AND PUBLICITY 
DEPARTMENT 
Deputy Director required with 


experience in advertising, a good know- 
ledge of tayout and printing, and with 
organising ability address 
essential. Superannuable post. Salary 
AP.T. Grade V—£520 to £570 per 
sanum 

, Somaniog directly or indirectly. or 
the by c testi 
moniais or recommendations from 
members of the Council, will disqualify 
the candidate 

Applications, with full details of 
experience etc. and copies of three 
recent testimonials, to be forwarded to 
W. Foster, Director of Attractions and 
Publicity, Town Hall, Blackpool, on or 
before the Sth May, 1950 


TREVOR T. JONES 


Town Clerk, 
Town Hall, 
Blackpool. 
24th April, 1950. 

FIRSTCLASS LETTERING ARTIST 
required Previous Agency / Studio 
expericme cssental Permanent posi- 
von Five day week Call or write 
Crane Publicity Lid $9 Quality 
_Court. Chancery Lane. W.C.2 

COMMERCIAL ARTIST urgently re- 
quired, profiiient in Diack and hte 
prem a drawings for reproduction 
Dur 
Box 192 Ad. Weekly 180 Fieet St EC4 


LETTERING 
ARTIST 


A fully competent artist who is 
in the top flight. 


RETOUCHER 


either on salary or free lance 
basis (working in the studio). 
These are required by a London 
Studio working on National 
Accounts. 

State remuneration required to 


Box 206 
Advertiser's Weekly, 180 Fleet St., £.C.4 


WANTED young man with experience in 
copy Departmem of Agency or Tech- 
nical Publications for Advertising 
Department val Trade Journals Pro- 
gTesive posits 
Box 138 Ad Weekly 180 Fleet St BC4 


WANTED 
COPY WRITER- 
VISUALISER 


should have a sound know- 
ledge of Print and Process 
Production. Must be able to 
present ideas in rough visual 
form supported by good copy. 
Opportunity to share in grow- 
ing Agency's development. 

Write stating age, details of 
experience and salary required 


REX PUBLICITY SERVICE LTD. 
131-134 New Bond St., W.1 


COMPETENT YOUNG LADY for 
advertising departmem of well-known 
Religious weekly ee typing 


an advantage. Five day wee! 
Box 212 Ad. Weekly 180 Fiect SS re 
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APRIL 1950 


APPOINTMENTS VACANT 


NEWSPAPER SOCIETY 
Invites applications for the post of 


INFORMATION OFFICER 


Duties relate primarily to ad- 
vertising promotion for the 
Provincial and London Suburban 
Press, but a certain amount of 
Press work is involved. Know- 
ledge of Provincial Press de- 
sirable. Young, keen man with 
right qualifications to “‘run in”’ 
to the job would be considered. 
To a man who establishes him- 
self, post has good prospects and 
will be pensionable on a contri- 
butory basis. Applications, in 
writing only, should state age, 
qualifications, experience and 
salary desired and should be 


addressed to the Director, 
Newspaper Society, Salisbury 
Square House, London, E.C.4. 


marked on the outside ‘‘in- 


formation Officer."’ 


required im 
known 


ASSISTANT wh inmate 


rumemt « 


hancery 
PRODUCING MANAGER and 

4 1. One capa f 
J sug n. 


print 
organs 
agency 


ane 


d ns in Midence t 
Ad. Weekly 180 Fleet St BC4 


PRODUCTION MAN 


required by well-known London 

Agency. For an intelligent young 

man this is a progressive op- 

portunity with an ever-expand- 

ing concern. Agency production 
experience is essential 

Write giving details, age, and 
salary required to: 


Box 216 


Box 209 
Advertiver’s Weekly, 160 Fleet Sc.,£.C.4 


AG ENCY PRODI CTION MAN required 
Lond s y ut have good 


knowledge of blocks, typesctting and 
t no r crsan s the 
pr n of good class sales erature 
Pos flers good salar and pros 
pects Write im onhidern stating 
ex re c and salary requ J 

Box 2 Ad. Weekly 180 Fleet St bc4 


All Round General 
ARTIST WANTED 
For Agency Studio 
please (returnable) and 
lars to Art Director 
T. C. BENCH, LTO., 
185, Uxbridge Road, 
Hampton Hill, Mdd« 


Specimens 
part 


COPYWRITER VISULALISER required 
, > Relations Off 


i Must 
. . resting copy 
ha < General 
St advertising crably knowledge 
Keples sid 
siate tas experience 
s o ox an Apply to 
naget Londor Co-operative 
La 54 Maryland Sweet 

3 


MECHANICAL = ~ G a fully 


anufacture 

KR " ine M fal and 

‘ ‘ r n mem, re 
« i Be nm Lid 
ride Can cs mus e fully 

tra nd Possess joubted Qual 
fica c cat giving i 

details of experience to The Personnei 


naw ARD. national 
chemusis 
amt =«sfor 
Age 
unding in 
] j d routine 
scnsc a first requ rement 
fucation and cxuper? 

nditions are first rate 

Ad "Week! y 180 Fleet St BC4 


sitter Important 
‘ tur 


Common 


noe. W 
Box 21 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


FIRSTCLASS icttering and layout artist 

required for progremive London 
gency. Apply 

Box 96 Ad Weekly 180 Flee Si BCS 


require 

jem copy typmt for Accounts De 
pamnment Piveday week Pleasant 
working conditions Apply Saft 


Manager, 93 Park Lane. Wi 


STAFF INCREASES 


Artists with first-class experi. 
ence, required in the following 
departments : 

LETTERING STILL LIFE 
RETOUCHING FIGURE 


lf you have had Agency or 
Commercial Art Studio exper- 
lence and can qualify for any of 
the above, please contact. 
GRAPHIC ARTS LIMITED 


6 Grays inn Rd. (Chancery Lane), W.C.! 
Holborn 4804 


PPO! 


ME 


WANTED 


ARTIST DESIGNER ©8), considerabic 
studio «=r eXperience§ childrens § market 
Book ilustrauon package design 
speciality secks milar post, salary 

oO 
Box 203 Ad. Weekly 180 Ficet St BC4 


VISUALISER LAYOUT MAN 
posiuen in London Agency 
Box 193 Ad Weekly 1% Fleet St BC4 


desires 


ADMINISTRATION PRODUCTION 
Jun Executive London Agency 
desires change Similar position with 
Progressive Agency or as Assistant 


Advertising Manager 
Box 210 Ad. Weekly 180 Pleet St EC4 


As ASSISTANT 
to ART DIRECTOR 


Young man, at present with 
large firm of printers, seeks 
change. Experienced in Studio 
administration, Art Buying, 
knowledge drawing and 


design. Has had Agency 
training, specimens own work 
available. 

Box 175 


Advertiser's Weekly, 180 Fleet St., £.C.4 


MARAEI RESEARCH, expenenced 
Woman investigator widely 
travelied, secks responsible and pro 
gressive appoutment Available at 
short notice 
Box Ad. Weekly 180 Fleet St BC4 


SHORTHAND . TYPIST. Priva 
retaries, Clerks. etc 
urgent need of staff, 
Bureau, one ine 
woe. 


+} 
és 
= 
A 
5° 


eball $924 We 
specialine hy pb PALL personnel 


i 


APPOINTMENTS WANTED 


PRODUCTION, Thoroughly cxperemed 


mas, imerested chiefly im small bet 
amDitious agency Highest possibic 
rocommendauon 

Box 19% Ad Weekly 180 Fleet St BC4 


AEEN YOUNG MAN, «| present study 
me Nauvonal Course Saicamanshup 
iasting and progressive postion 
Adverusng 
receive cm 
and practkal capericnce 
and eninusesm 
Box 204 Ad. Weekly 180 Pieet S BCS 


Agcmky 


ARTEST (cticring), desires post studio, 
agemy of works 
Rox 202 Ad. Weekly 180 Pleet St BCS 


YOUNG MAN wide journalistic cxper 
cme eomec agency expenence 
possessing originality aod drive, seeks 

4 as junior copywriver 
ox 160 Ad, Weekiy 150 Pieet St. BCA 


FREELANCE WINDOW DRESSER 
ail types merchandise —Phone Prim- 
rose 4924 

CREATIVE ARTIST | DESIGNER, wun 


over 25 years experience im advertising 


available for commissions Sui life 
lettering and isyout, atrush work 
— subjects, culcuts ar S show 


Prompt personal servic 
fo. 101 Ad. Weekly 180 Ficet S gC4 


TUDOR ART AGENCY LTD. 
wish to represent good 
ILLUSTRATIVE, FIGURE AND 
CHILDREN’S ARTISTS 
free lance basis only 
Phone HOL 884) Furnival $t.,{6.C4 


FPREE-LANCE DESIGNER offers fire 
class service in Showcard, Packaging 
aod Surface Design 
Box 145 Ad. Weekly 180 Pieet St BC4 


BUSINESS OPPORTUNITIES 


ORIGINAL MAHL order letter wanted 
rom actual buyers and inguirers of 
footwear and clothing end allied trades 
from Nauonal Mail-order advertisers 
Please sate price per 1.000. Spot cash 

Box 2094, New Era Advertising Ser 
vice Lid Ludgate House, 107 Fleet 
Street. E.C4 


future Sound advertising and sales 
advice, data or schemes prepared by 
British Artist Consultant, residem 12 
years in South Africa 


Box 211 Ad Weekly 180 Pleet St BCs 


Thoroughly reliable and § 6caperienced 
agent well connected with THE 
JEWERAAERY TRADE could make « 


good ving represents rt Claes 
Foreign Trade Journals "ha particulars 
to Publicue Horlogerc, 4 Tour de Ile 
Geneva 

LIsk UF Small bu well established 
aod recognised™” London Ageny is 
prepared to join forces with another 
Or with &@ commercial stud capable 
of providing § satisfactory om ¥ a) 
resources o af mutually agrecable 
profit sharing t Bona fide propo- 
tion Full details will be given and 


references exchanged in confidenc 
Box 179 Ad. Weekly 180 Fiect St “pcs 


Young vigorous 


Advertiser's Weekly, 


AM | YOUR MAN? 


Advertisement 
Manager and experienced Space Seller with 
successful record. 


PROPOSALS INVITED 
Only first class propositions with scope for 
development entertained, backed by Board of 
Directors with adequate vision. 


Box 200 
180 Fleet Street, London, E.C4 


Director/ 


ADVERTISER'S WEEKLY 


PHOTOWORK LTD. 
FOR THE BEST 
STAND PHOTOGRAPHY 
AT THE B.1.F. 


Ring Welbeck 0938 
or write 


73 BAKER STREET, LONDON, W.1 


ADVERTISING BUSINESS for mle in 
th wth oO ngland, colossal profiles. 

from any part of the 

price £5,000 

Weekly 180 Pleert S& PCa 

FOU RNALAIST wishes © meet capericnced 
space seler to dius proposition of 
Mutual ipterest, 
B Weekly 180 Pleet & BCS 

AGENT required by cstabiiehed package 
and industna! demener Write, stating 
cOMmmemon expected 
Box 18) Ad. Weekly 180 Fleet St BOS 


SHOW CARDS, CUT-OUTS, 


Book Jackets. Advertsing Folders 
@.. by photodnho of lcterpres 
(own PXHC-litho process Plant) 
CARILLON PRESS LID. 

Fine Cotow Primern, Bournemouth 
Telephone: Buscombe 56855 
London Office: 147 Victoria St, 5. W 
Phone Vitvwria 0661/4 


ACCOMMODATION 


END commercia and portrait 
phot epher (Marble Arch), would be 
will share his premecs with com 
merce artest 4 Ppubxany agent af 
moderatc weekly remal 
Bou I8! Ad Weekly 180 Peet & BC4 

iPICE ‘Laree partly furnmened room) 
' ler WC1. district Inchusive of 
heating, lightin and cleaning Two 
phones installed Quiet tenant 
cssential 
Box 1% Ad Weekly 180 Fieet St BC4 


PRINTING 
Leaflets —- Booklets 
¥ Good work — Keen prices 


WINTERBOTTOM & SON 
25 Prince George St., Portemouth 


PRINTERS having capacity on the 
following machines welcome enquiries 
for publications: Double Demy; Cuad 
Crown Single Colour; Quad Crown 2 
Colours Quad Demy ‘Single Colour 


Compicte typesetting, machining, bind 
ing facilities available Also magnif 
cently equipped ar studio. Well-kaown 


house 
Box 143 Ad. Weekly 180 Fleet St BC4 


| 


SILK SCREEN PRINTERS 


SILK SCREEN PRINTING 
SHOWCARDS 
’ ol 


any size) 


Ys 
GLASS SIGNS 
oleo Handwritten Showcerds and Signs 


773 Fulham Rd., $.W4 
GOODLAND henown 1563 


SPECIAL ANNOUNCEMENT 


| See April 13 issue of Adver- 
tiser’s Weekly pages 90 and 9! 
for the Advertising Services & 
Supplies Section. May I! 
will be the next issue containing 
these services. 
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ADVERTISER'S WEEKLY 


Advertiser's 
GE Weekly 


Tuurspay, Apa 27, 1950 


D. a copy 
40/- a year 
Post free 
(45/- overseas) 


~ 


‘ 
\ 


13 specialised publications which have 
established a high reputation through- Pa | 
out the World for the authoritative 
nature of their contents and their 


value as advertising media 


Published by 
TOTHILL PRESS LIMITED 
33, TOTHILL STREET + WESTMINSTER + LONDON =: SW.1) 


_ STOP PRESS 


A. A. PRESIDENT 
DEMANDS BETTER 
PACKAGING 


Sir Miles Thomas, president, 
Ad. Assn, called for h 
standard of packaging of Brit- 
ish goods sent overseas, when 
addressing L.A.B.E.NO. lunch 
yesterday (Wednesday). British 
advertising abroad was good, 
he said, but packaging met 


General approval met his 
statement that exporters would 
be advised to look for trade not 
only im hard currency areas. 

Arthur J. Heighway was in- 
stalled as L.A.B.ELN.O. presi- 
dent, and handed to his prede- 
cessor, Robert J. Smyth, replica 
of presidential badge. 


DEATH OF KEITH RUSSELL 


Keith Russell, head of rail 
section, British Transport Com- 
mission commercial advertise- 
ment division, died in edo. 
Hospital, Monday, 

From 1947-49 was 
London Transport oe | 
Advertisement Officer. 

Funeral service to-morrow 
(Friday) St. Marks, Purley, 11 
a.m., cremation at Croydon. 


Tea Cavendish, since 
advertising director, Lifeguard 
Products, joined Lam 
Robinson as senior a | 
executive. 


1951 CONVENTION DATE? 
Bulletin Advertising Club of 
Oxford states 1951 International 
Convention to be held July 
9-13, No confirmation available 

from Advertising Association. 

JUDGMENT FOR FREER 
By an agreement, judgment 
for £200 including costs entered 
in La ~¥ s Bench Division, Tues- 
in favour of Cyril Charles 


| rece, publicity consultant, 


+ mtguanate as Freer Sales Ser- 
vice. 

Freer sued Ratcliff & Roper 
(Printers) Ltd.. Ryton Street, 
Worksop, alleging breach of 
contract in respect of a laun- 
dry’s public relations booklet 
he compiled in 1946. 

Defendents denied liability. 

R. M. Lester & Associates 
appointed to handle public re- 
lations of Industrial Finishes 
Exhibition Ltd. 


Wm. Hollins & Co, 


Ltd. 
| makers of “Viyella,” “Clydella,” 


and “Dayella” will present 
challenge trophy and cash 
rizes for best windows featur- 
ng their merchandise entered 
for “Junior Age” National Baby 
Week Competition. 
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